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| - Westinghouse 
fm Ends Affiliation 


With NBC Radio 


New Yor«, July 13—Four West- 
inghouse Broadcasting Co. stations 
will drop their NBC Radio affil- 
iation by Aug. 26. 

First step in this direction will 
take place Monday when WBZ- 
WBZA, Boston-Springfield, Mass.; 
KYW, Cleveland; WOWO, Ft. 
Wayne, and KDKA, Pittsburgh, 
start originating all Monday 
through Friday daytime shows lo- 
cally. Westinghouse executives 
have been contemplating a shift to 
a completely independent opera- 
tion for some time. 

The fifth Westinghouse-owned 
radio outlet, KEX, Portland, is af- 
filiated with ABC. However, it al- 
ready programs a good deal of its 
time locally. It is expected that 
KEX also will switch to an inde- 
pendent operation. 


s From the outset, Westinghouse 
has been cool to NBC Radio’s pro- 
gram and sales innovations. It was 
skeptical about “Monitor.” When 
the loose format was extended to 
the weekday hours with “Week- 
day,” the company made no secret 
of its opposition to the idea. It did 
not care for the programming con- 
cepts and it disliked the spot car- 
rier technique of selling network 
because of its effect on national 
spot business. 

“Weekday” will be scuttled at 
the end of this month in favor of 
a return to more traditional pro- 
gram patterns, but the sales pat- 
tern of permitting advertisers to 
buy as little as a six-second insert 
will remain on the new “NBC 
Bandstand.” (For NBC’s reaction 
to Westinghouse’s action, see story 
on Page 83.) 


s In Wi ’s 
plans for dropping the network’s 

service as of Monday, 
Donald H. McGannon, president of 
the company, pointed out that the 


* network had under option a large 


” 


. 


block of Monday-through-Friday 
(Continued on Page 83) 


put a twist on the usual fashion advertising. Its new campaign con- 
sists primarily of b&w bleed spreads showing scenes photographed 
in Europe by Richard Avedon. In most instances, the model is sel- 
dom larger (and often is smaller) than other objects in the picture. 
The spread above, photographed in front of Le Petit Palais in Paris, 
is typical. It’s scheduled for Mademoiselle, August. Other magazines 
include Charm, Glamour, Seventeen and Vogue. Irving Serwer Ad- 
vertising, New York, is the agency. 


Appliance Men Find 
Sideline; It's New 
NARDA Detergent 


Cuicaco, July 12—Starting this 
month, NARDA (National Appli- 
ance & Radio-TV Dealers Assn.) 
will begin marketing a private la- 
bel detergent called Wash Well. 
The detergent is made by Hewitt 
Soap Co., Dayton, a manufacturer 
of private brand soaps and deter- 
gents. Orders will be received by 
Hewitt direct from NARDA mem- 
bers. 

The idea of selling its own 
brand was suggested to NARDA at 
its annual convention last Janu- 
ary, when a Cleveland dealer, Don 
Root, Root Appliances, told the 
group how he makes some $12,000 
a year net on sales of about $100,- 
000. Mr. Root reported that he 
buys a detergent packed under his 
own name for 14¢ per Ib. and sells 


(Continued on Page 86) 


Friends, Foes of Postal Rate Bill 
Play ‘Beat the Clock’ in U.S. Senate 


Mail User Groups Aim to 
Delay Action; ‘It's This 
Session or Next,’ Is Reply 


Wasuincton, July 12—Barrages 
of telegrams are pouring in on the 
Senate post office committee as 
opposing camps in the battle over 
increased postal rates sense that 
congressional adjournment is just 


pressure 
nounced that it will hear the Post- 
master General testify Tuesday in 
support of the $440,000,000 rate 
increase bill which was passed by 
the House last Friday. 

Mr. Summerfield would like the 
committee to report the bill with- 


out hearing opposition witnesses, 


but organizations which represent 
various groups of mailers are 
hopeful there will be so many de- 
mands from business men who 
want to be heard that the com- 
mittee will decide there is no 
possibility that hearings can be 
completed within a reasonable 
period. The House post office 
committee required 22 days of 
hearing to complete action on the 
bill. 


® As a result of the bulletins dis- 
tributed by various groups of 
mailers, scores of telegrams have 
come in asking for time to be 
heard. At the same time the com- 
mittee has been getting telegrams 


Seagram Erases 
Blends-Only Rule; 
Converts Brands 


Distilling Colossus 
Will ‘Unite Family’ of 
Subsidiaries; Hikes Ads 


New York, July 12—The House 
of Seagram has abandoned its tra- 
ditional policy of producing whisky 
blends only and will make a vig- 
orous bid for a share of the straight 
whisky market. . 


e It is dropping three brands— 
Gallagher & Burton and Wilson 
a whiskies and Paul Jones 
e It is introducing four brands— 
Seagram’s Pedigree bourbon (a 
blend of straights), Four Roses as 
a straight bourbon, a new Four 
Roses white gin and a new Calvert 
golden gin. 
e@ It is con 
ed whisky to a blend of straights 
(Continued on Page 83) 


Hunter’s blend- | guaran 


In Reply to Eye & Ear Man... 


CBS ‘Very Concerned’ Over Free 


Plugs; Other Nets’ 


New York, July 13—What 
about all those free plugs on tele- 
vision? 

This week AA’s Eye & Ear Man 
criticizes all those connected with 
the practice of free-riding on some- 
body else’s expensive tv time (see 
Page 67). He lauds the continuity 
departments for what they are try- 
ing to do to keep the plugs from 


12 Magazine Rate ~ 
Raises Announced; 
Two More Expected 


New York, July 12—This month 
has seen a rash of some 12 maga- 
zine rate increases scheduled for 
early 1957, and a forecast of two 
more to come. 

Among the books which have al- 
ready announced increases start- 
ing in January or February are 
American Home, Boys’ Life, Col- 
lier’s, Fortune, Good Housekeep- 
ing, Life, Motor, Newsweek, Time, 
U.S. News & World Report and 
Woman’s Home Companion. 

Speculation is that Curtis Pub- 
lishing Co. is expecting to an- 
nounce a rate hike for The Satur- 
day Evening Post and that Look 
will shortly be doing the same, 
effective the first of the year. 

The Magazine Advertising Bu- 
reau. announced the first six 
months of 1956 had seen the larg- 
est increase in magazine advertis- 
ing and advertising revenue ever 
recorded for a comparable period, 
with revenue expected to exceed 
1955’s $650,000,000 by $100,000,000. 
If the heavy volume continues, the 
ad revenue for 1957 will far out- 
distance this year, in view of the 
large number of rate increases ex- 
pected. 


® Rate boosts are averaging 6% to 

12%, with some going as high as 

22%, like Collier’s. Fortune was 

the latest to boost its rates, with 

b&w and four-color raised 6%. 
These were the latest: 


e Newsweek will have two rate 


1,050,000, and the second Oct. 7, 
(Continued on Page 86) 


Last Minute News Flashes 


Philco Accepts Consent Decree on Dealer Franchises 

Wasnincton, July 13—Contracts requiring distributors and retailers 
to handle Philco products exclusively and barring them from selling 
outside their own territories are banned in a consent decree signed by 
Philco Corp. today. The Department of Justice said, however, that 
Philco can still designate territories in which its distributors are pri- 
marily responsible for wholesaling Philco products and can terminate 
franchises of dealers who do not adequately represent it. 


Mullen Resigns as Miller Brewing Ad Manager 
Mi_waukeg, July 13—Vernon S. Mullen Jr., advertising manager of 
Miller Brewing Co. since 1950, has resigned, effective Sunday (July 
15). No reason was given for the resignation, and Miller has not se- 
lected his successor as yet. Mr. Mullen told AA that he is considering 
six job offers at the present time. Prior to joining Miller he was ad 
manager of Nesco, Granite City, Ill., housewares manufacturer. 


(Additional News Flashes on Page 87) 


Attitudes Mild 


sneaking in, but suggests that only 
the heads of the networks have the 
authority to curb the big stars who 
are addicted to this practice. 
Advance copies of the column 
went to the presidents of the three 
networks, who were asked what 
they are doing or what they plan 
to do to keep the free riders out. 
Here’s what the networks say: 


= CBS: Merle Jones, exec vp of 
CBS Television, said CBS is “very 
concerned” about this problem, 
which involves what “our legiti- 
mate advertiser gets for his mon- 


He said the network has been 
working with talent, agencies, 
writers and producers in an effort 
to impress them with the impor- 
tance of “wiping out this evil.” 

Nothing in the way of new poli- 
cy edicts has been written yet, but 


which was in itself a compromise 
—on the amount of credit given 


airlines for “transporting guests 
to shows.” 


a picture of the plane, and put the 
shows “on their honor” that the 
credit would only be used when 
actual service had been 
by the airline and not when 
ticipants on the show had 
transported no further than from 
Hoboken to New York. 
Mr. Jones said this 


(Continued on Page 86) : 


Mrs. Grozier 
Seeks to Wrest 
‘Post’ from Fox 


Boston, July 12—The tribula- 
tions of the 125-year-old Boston 
Post continued this week, with (1) 
the government, (2) a prospective 
purchaser, (3) the present owner 
and (4) the family who sold it to 
him all taking part. 

Yesterday the Grozier estate— 
from whom John Fox acquired the 
Post—moved to block the sale of 
the newspaper by Mr. Fox to at- 
torney John Bottomly, who (1) 
has a mortgage on the newspaper, 
(2) revived it after one day’s sus- 
pension of publishing and (3) has 
paid the government some $44,000 
on a tax lien. 

Mrs. Helen D. Grozier, execu- 
tor-trustee of the estate of her 
late husband, Richard Grozier, 
filed a bill in equity stating that 
Mr. Fox still owes the estate $1,- 
150,000, and expressing her in- 
tention of taking over the news- 
paper and selling it under terms 
of a default on July 31. Mr. Fox 


(Continued on Page 87) 
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Two Pie Plates, Tuna Fish Can, Give | 
Norge Its New Feature in Washer Race! 


Dispenser Wheel Adds | 


Water Conditioner in 
Machine's Rinse Cycle 


Cuicaco, July 12—A “Dispenser 
Wheel” is the newest automatic 
washer feature offered by Norge! 
in the ever-tightening home appli- | 
ance market. The device, which) 
automatically injects a water con- 
ditioner or other liquid, such as 
blueing, into, the rinse cycle of the 
washer, was announced today by 
Judson S. Sayre, president of 
Norge. 

Mr. Sayre is often called the 
“father of the automatic washer” 
because of his introduction of and 
long association with the Bendix 
pioneer automatic. 

Mr. Sayre said that his earlier 
forecast of a 10% increase in sales 
for Norge automatic washers in 
1957 has been revised upward to 
20% because of the addition of 
this new attachment. 

The new Norge line of washers 
and dryers is currently being in- 
troduced to distributors and deal- 
ers throughout the country. 
® Norge will break its ad cam- 
paign in the early fall, tying in 
with Calgon, a water conditioner. 
Mr. Sayre said Norge decided to 
team up with Calgon because it is 
“the ideal product” for use in the 
Dispenser Wheel and because it 
already has wide consumer ac- 
ceptance among housewives. 

The magazine schedule will in- 
clude pages fn each issue of Life, 
Look and The Saturday Evening 
Post from September through De- 


Jr. tired of his wife’s complaint} 
that adding a water ccnditioner 
manually to her automatic washer 
was a nuisance. He fashioned a 
workable attachment and, last} 
February offered it first to Norge} 
because his wife owned a Norge} 
machine. 

“When he found out what he 
had,” said Mr. Sayre, “he got out 

(Continued on Page 32) 


Gibson Refrigerator 
Awarded to D-F-S; 24 
Agencies Bid for It 


GREENVILLE, Micu., July 11—The 
new agency for the Gibson Refrig- 
erator Co. is Dancer-Fitzgerald- 
Sample, Chicago, it was announced 
today by Frank Fisher, Gibson’s 
advertising and sales promotion 
manager. 

Dancer won cut over three other 
agencies that made final pitches for 
the account last week (AA, July 
9). In all, a total of 24 agencies 
made presentations, but that num- 
ber was reduced quickly to Dancer 
and the other three finalists. Mr. 
Fisher declined to identify the oth- 
ers. 

Dancer will start to work on the 
account immediately, Mr. Fisher 
said. This agency was selected over 
the others because of the good job 
it had done with other companies 
with problems similar to Gibson’s. 
Merchandising also was a very vi- 
tal factor in choosing Dancer, Mr. 
Fisher said. 


s Gibson advertising will be a lit- 


cember. In addition, Norge will | tle different this year, he said. The 
use Baby Care, Parents’ Maga-\ company will start with a basic 
zine and similar publications. | figure for advertising and will in- 
A factory-placed omnibus news- | vest more money throughout the 
paper campaign will run from Oc- | year, depending upon business. 
tober through Thanksgiving aay The company’s ad budget this 
and will be backed up by a heavy year will hit about $250,000. Its 
dealer and distributor cooperative | next campaign will break some 
newspaper program. time in November. Gibson, which 
makes refrigerators, freezers, elec- 
® The prototype of the Dispenser |tric ranges and home and com- 
Wheel was a pair of “tin” pie! mercial air conditioners, was han- 
plates and a tuna fish can, the/dled for three years by Henri, 
product of an ingenious manufac- | Hurst & McDonald, which resigned 
turer in a small southern Illinois/the account last month when it 
town. Inventor Loyal H. Tingley | picked up Admiral (AA, June 18). 
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Fox 


READY.FOR DUTY—Four new vps and a secretary get to- 
gether following their election by the Advertising 
Federation of America. Vps are Melvin E. Tharp, ad 
director, Columbus Dispatch; C. Leonard Shaw, pub- 
licity director, Norton Co., Worcester, chairman of 


=. 
as 


Shaw 


Hozzard Johnson 


the council on adclubs; Genevieve Hazzard, Camp- 
bell-Ewald Co., Detroit, chairman of the council on 
wemen’s adclubs; Ken E. Johnson, vp, Kansas State 
Bank, Wichita, and Loretto J. Fox, pr manager, 
Falk Corp., Milwaukee, secretary. 


Hess Loses on Bid 
to End Injunction 
in Fair Trade Case 


PHILADELPHIA, July 11—The US. 
court of appeals here has refused 
Hess Bros., Allentown department 
store, a stay on the preliminary 
injunction issued by federal Judge 
Allan K. Grim several weeks ago, 
forbidding Hess to sell Omega 
watches below fair trade prices. 

The decision followed a move 


Sewing Machine Maker 
Adds Spanish Model to | 


|_ New York, July 10—Necchi-| 
| Elna Sewing Machine Sales Corp.., 
‘which now claims 17% of the 


Necchi Says It Now Has 17% of US. 
Market; Budgets $4,000,000 in ‘56-57 


newspapers, consumer magazines, 
radio, pattern books, style maga- 
zines, promotional pieces, point of 


Italian and Swiss Lines x displays and direct mail. 


ischeduled for the late summer, 


Color pages and spreads are 


fall and winter in Advance, Butter- 
ick, Good Housekeeping, Ladies’ 


by the department store to halt American sewing machine market,|4#0™e Journal, Look, McCall’s, 
the injunction pending a review of|told its distributors and dealers|Modern Miss, Parents’ Magazine, 


the original findings. 

The court of appeals, however, 
increased the $2,000 bond to $10,- 
000 to indemnify Hess against loss- 


yesterday that it will again spend | 
| $4,000,000 in advertising during the | 


} 


Simplicity and Vogue. 


® A series of page ads will run 


comin ear to promote its im- 
id P |from September through Christ- 


| ported machines. 


es. The bond must be posted by| The 1956-57 promotion plans ™4S in Sunday newspaper supple- 
Norman M. Morris Corp., New;were announced in a half-hour, ™emts. A tie-in campaign with 
York, American distributor of closed-circuit televised sales con- 5@™Sonite furniture will run in 


Omega watches. 

The Hess attorney charged the 
department store is free to sell the 
watches at any price it chooses, 


| vention linking 16 cities. A similar 
| budget was announced last year in | 
|a similar manner. 

Leon Jolson, president of Nec- | 


Look during the fall, featuring “a 
sewing room out of the closet” 
theme. A series of newspa- 
per pages, with dealer listings, is 


since the fair trade price was not chi-Elna, and Herbert Strauss, vp Scheduled for major dailies 


set by the Swiss manufacturer, but of Grey Advertising Agency, said th 


by its distributors. 


|the budget calls for use of tv, 


Trade Shows Widen Appeal Via Horizontal 
Industry Coverage, Exhibitors Group Is Told 


Cuicaco, July 11—Trade shows 


they have been showing their prod- 


Trading Stamp Sales in ‘56 Will Top 
$600,000,000, Says Stop & Save’s Preis 


Most U.S. Families | 
Collect Stamps, He 
Tells Premium Execs 


Ar Lantic Crty, July 10—Trading | 
stamp sales by the 370 companies | 
now estimated to be operating in) 
the field will exceed $600,060,000 in 
1956, William H. Preis, president) 
of the Stop & Save Trading Stamp 
Corp., East Paterson, N.J., told 
members of the National Premium 
Sales Executives here tonight. 

According to the best available 
estimates, Mr. Preis said, 52.5% of 
the country’s 48,000,000 families 
are currently collecting trading 
stamps. 

Focd stores constitute the back- 
bone of the trading stamp industry, | 
he said, because the average fam- 


BOILERMAKER—-A juxtaposition such as this one in Minneapolis can 


ily annually spends more for food 
(approximately 25% of its in- 
come) than for anything else. 
Successful operation of a trading 
stamp program requires that high 
quality merchandise, preferably by 
brand name manufacturers, be of- 
fered for redemption. Attractive 
and conveniently located redemp- 
tion centers also are essential; both 
are offered by the leading stamp 
companies, Mr. Preis said. 


@ Trading stamps are being re- 
deemed at a high rate, he said, 
adding that his own company op- 
erates on the basis of 98% redemp- 
tion. The largest volume of busi- 
ness in redemption centers, he 


said, is done cn items retailing at 
about $10, although the value of 
(Continued on Page 36) 


lead to mixing one’s drinks as well as “flavors.” 


are moving strongly toward aj/ucts in foreign fairs, Mr. Corn 
“horizontal” ccverage by cutting | pointed out. The most basic one is 
across a number of fields of man-| developing an exhibit that will be 


ufacturing or service, rather than 
adhering to a vertical cover- 
age by single-industry shows with 
“restricted outlooks and audien- 
ces,” Belmont Corn Jr., president 
of Displayers Inc., said today. 

“New shows in such fields as 
automation, atomic power and de- 
sign engineering are examples of 
this horizontal trend, a trend ob- 
viously leading to larger audi- 
ences and more exhibitors, occupy- 
ing a greater number of booths,” 
Mr. Corn said. He spoke at the 
Exhibitors Advisory Council’s an- 
nual clinic and Show for Shows. 

Because of the growth in mar- 
kets, plus the growing acceptance 
of exhibits as a marketing tocl, 
exhibitors this year have a choice 
of more than 2,600 American trade 
shows, he said. He predicted that 
in the future there will be a great- 
er expenditure of exhibit dollars 
beyond the $3 billion now being 
spent annually. 


@ There is much more “down-to- 
earth” selling in each exhibit, and 
less “cheesecake” is seen around 
exhibition halls today, Mr. Corn 
said. “The entire show takes on a 
far better appearance, from the 
design standpoint, and more im- 
portant, it exudes the feeling that 
exhibiting is serious business, not 
a carnival or ‘play-time’ setup,” 
he said. . 

Many problems have developed 
for American exhibitors since 


jones by an audience with a 
|different culture and physical en- 
| vironment, attracted by different 
|impulses and speaking a different 
| language. 

| Americans are learning much 
|from European posters, Mr. Corn 
|said. He pointed out that the lan- 
| guage barriers of national bound- 
jaries are eliminated by graphic 
design, which knows no such bar- 
rier when text is all but eliminat- 
ed. 

“Here we almost, in the graphic 
sense, revert back to the cave 
drawings,” Mr. Corn said. “Applied 
animation and mechanization in an 
educational exhibit can do much 
to make a point with a technically 
| educated audience, and for an au- 
|dience with a high percentage of 
illiteracy as well.” 


Dixon Crucible Names Two 

to New Advertising Posts 
Ernest M. Raasch has been ap- 

| pointed advertising and promotion 

| manager of the pencil sales divi- 

| 


sion, and Charles R. Tighe has 
| been named industrial advertising 
| manager of Joseph Dixon Crucible 
| Co., Jersey City, N. J. Jointly, they 
|succeed John J. Leckie, former 
| general advertising and promotion 
manager, who has retired after 53 
| yours with the company. 

Because of the increased re- 
sponsibilities of the post held by 
Mr. Leckie, the two separate posi- 


tions were created. 


roughout the country. 

Three different point of sale 
displays will be made available to 
dealers. One features the Super- 
nova line, the second the entire 


Distillers’ Use 
of Magazines in 
55 Grew by 15% 


‘Liquor Handbook’ Also 
Reports 8.1% Drop in 
Newspaper Liquor Ads 


New York, July 10—Liquor 
advertising in newspapers in 1955 
fell off 8.1%. 

Liquor advertising in magazines 
—a somewhat smaller figure— 
showed a gain of 15% in ’55. 

“Since intra-industry factors 
responsible for this are deep- 
seated and subject to certain fur- 
ther development, there is every 
reason to expect continued maga- 
zine gains, in pages and total rev- 
enue, from distilled spirits adver- 
tising.” 

This prediction is one of the 
highlights in the new 1956 edition 
of “The Liquor Handbook” (for- 
merly Ben Corrado’s “Handbook 
of Liquor Marketing’), just is- 
sued by Davidson Publishing Co. 

Clark Gavin, publisher and edit- 
or, in his discussion of liquor ad- 
vertising in the new edition, 
points out: 

“For the first time since the 
lifting of newsprint allocations at 
the end of World War II, total 
newspaper expenditures for li- 


(Continued on Page 42) 
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K&E’s Commercial-Testing Device 


Lets Viewers Upthumb, Downthumb 


JWT, BBDO, Telestudios 
Also Have Setups for 
Pre-Tests of Video Ads 


New York, June 11—If tele- 
vision commercials take a turn for 
the better this fall, it may be be- 
cause of intensified agency efforts 
to improve their tv salesmanship. 

More and more big agencies are 
setting up machinery to see how 
their,;commercials look and how 
people react to them befcre they 
get on the air. 


@ Kenyon & Eckhardt has devel- 
oped a portable tv commercial 
testing machine; the machine, 
which looks like a cigaret vendor 
with a tv screen at the top, is 
being demonstrated at the Ford 
Motor Co. exhibit in Grand Cen- 
tral Terminal here. 


e Batten, Barton, Durstine & Os- 
born has bought a closed circuit 
tv system to be used to select per- 
formers and art work for video 
assignments. 


e Telestudios Inc., which fur- 
nishes various kinds of studio tv 
facilities to agencies, has set up a 
closed circuit system for pre- 


Baseball on TV 
Made Falstaff 
No. 4 U.S. Brewer 


Sr. Louis, July 11—Falstaff 
Brewing Co. seems to have hit the 
elusive little red “success” button 
with its “Game-of-the-Week” 
show, Saturday afternoon tv cov- 
erage of selected major league 
baseball games. Now in the midst 
of its fourth season, the show has 
been, in the words of Falstaff’s ad 
director, Alvin Griesedieck Jr., “by 
far the most effective advertising 
program Falstaff has ever had.” 

Causes for Falstaff’s joy with 
the program show up graphically 
on the company’s beer sales chart 


piz’ Biz—Dizty Dean, Falstaff 
sportscaster, interrupts a conversa- 
tion with Game-of-the-Week pro- 
ducer Gene Kirby to shout a greet- 
ing to a ballplayer on the field. 


for the three years it has car- 
ried the program. While Falstaff 
showed impressive gains in sales 
volume in the seven years preced- 
ing the program (from 1,149,000 
barrels sold in 1946 to 2,277,000 
barrels in 1952), the whole industry 
was gaining, and Falstaff moved 
up only ninth to eighth place in 
the lineup of leading brewers. 
Then, in 1952, on recommenda- 
tion of its agency, Dancer-Fitzger- 
ald-Sample, Falstaff undertook the 
(Continued on Page 33) 


testing shows and commercials in 
tv homes. 


(Continued on Page 6) 


Grand Jury Probes 
Station Swap by 
NBC, Westinghouse 


PHILADELPHIA, July 11—A feder- 
al grand jury has started a secret 
investigation of the deal whereby 
Westinghouse Corp. and National 


and tv stations KYW and WPTZ 
for WRCV and WRCV-TV. 

In the deal, approved last De- 
cember by the Federal Communi- 
cations Commission, NBC took the 
local stations, and Westinghouse 
gained control of the Cleveland 
stations and $3,000,000 in cash. 

Two special deputy attorneys 
general from Washington arrived 
here Monday to conduct the probe, 
which allegedly is designed to de- 
termine whether the anti-trust 
laws were vioiated in the exchange. 

Last Feb., Rep. Emanuel Celler 
(D., N. Y.), chairman of the House 
judiciary committee, made the first 
public charges that the FCC had 
ignored a warning by the Justice 
Department that the deal held pos- 
Sibilities of anti-trust law viola- 


|tions. FCC, he charged, approved 
ithe exchange of stations without 


holding hearings. 


Curtis Sets Date of 
Meeting; Will Seek 
Preferred Stock Cut 


PHILADELPHIA, July 11—Curtis 
Publishing Co. will ask its stock- 
holders to consider a proposed re- 
capitalization and rerrganization 
plan at a special meeting Sept. 18. 

Terms of the proposed plan will 
not be revealed, Curtis told AA, 
until the proxy is approved and 
sent out to stockholders. 

Last April, at the publisher’s 
annual meeting, Robert E. Mac- 
Neal, president, disclosed that a 
recapitalization plan was being 
prepared, and that word was being 
awaited from the U.S. Treasury 
Department (AA, April 30): 

Basically the plan is designed 
to reduce the amount of preferred 
stock, and consequently the vol- 
ume of preferred dividends. Long- 
term advantages will be tax sav- 
ings for the company. 

Curtis currently has two classes 
of preferred stock outstanding, plus 
3,457,335 shares of common stock. 
The 615,774 shares of non-par pri- 
or preferred stock are entitled to 
annual dividends of $4 a share. 


e For some time J. Walter! 
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PROTECTOR—This ad for Ammens | 
medicated powder, produced by 
Bristol-Myers Co., will run in the 
August Good Housekeeping. Do- 
herty, Clifford, Steers & Shenfield, 
New York, is the agency. 


15,000 Ideas 
Brainstormed in 
Year, Says Osborn 


Burrao, July 10—“Brainstorm- 
ing” at Batten, Barton, Durstine & 
Osborn has progressed to a point 
where in the past year 53 perma- 
nent panels have produced more 
than 15,000 ideas. 

So reported Alex F. Osborn, 
president of the Creative Educa- 
tion Foundation, at a dinner meet- 
ing here yesterday opening the 
second annual Creative Problem 
Solving Institute. The institute 
was co-sponsored by the Creative 
Education Foundation and the 
University of Buffalo. 

Mr. Osborn told the dinner au- 
dience that brainstorming has 
loomed so large in his agency that 
a BBDO vp, Willard Pleuthner, 
has been detached from other 
duties to serve as co-ordinator. 
Somewhat similar developments 
are reported from General Foods, 
Armstrong Cork and Du Pont, said 
Mr. Osborn. 


s During the past year, the speak- 
er reported, eight of the country’s 
ten biggest industries have in- 
augurated creative thinking, or 
brainstorming, or both. One plant 
of U. S. Steel has inaugurated 
courses for 1,400 of its staff, and 
these men are being formed into 
brainstorming teams as soon as 
they graduate. 

Mr. Osborn told the meeting 
that the subject of imagination 
in business has been “deplorably 


(Continued on Page 33) 


Less Media, More Point of Sale... 


Agencies Eye Safeway 
Product Re-evaluation 


Accounts Merge, Grow 
Active or Otherwise, 
as 11 Agencies Fidget 


By Kenneth R. MacDonald 

OAKLAND, CAL., July 12—West 
Coast agency executives, con- 
cerned with the activities of a 
multi-million dollar nationally 
known account, are cautiously 
keeping their mouths tightly 
closed while watching from the 
sidelines a revolution being 
brewed here by Safeway Stores. 

Details of the revolution are as 
closely guarded as U.S. State De- 
partment secrets, but the broad 
outlines were revealed by W. S. 
Mitchell, Safeway vp, the only 
company executive willing to talk 
for publication. 

“In general, it is our plan,” Mr. 
Mitchell declared, “to put more 
emphasis on in-store selling and 
considerably less on the various 
mass media. In many instances, 
this will result in reductions in 
promotional budgets. However, 
some budgets remain unchanged 
from last year, and a few have 
been increased.” 

Heretofore, Mr. Mitchell ex- 
plained, Safeway has actively pro- 
moted a large number of its own 
brands, making extensive use of 
magazines, newspapers, radio, tel- 


evision and outdoor, as well as in- 
store displays and point of sale 
material. 


® “Right now,” Mr. Mitchell said, 
“we are working toward the con- 
solidation of certain labels. As 
such consolidation is accom- 
plished, it naturally will follow 
that we wiil have fewer promo- 
tional budgets and, similarly, 
agency accounts will be consoli- 
dated. 

“Making changes is a slow proc-’ 
ess, but we are showing some 
progress,” he concluded. 

The fact that Safeway was 
“making changes” became pretty 
apparent to those in the advertis- 
ing business, when several agen- 
cies recently announced quietly 
the resignation of certain Safeway 
accounts because they were “in- 
active.” 


e Foote, Cone & Belding, San 
Francisco, formally resigned all 
units of Safeway’s Table Products 
Co., including Duchess salad dres- 
sing, Nu-Made mayonnaise and 
Lunch Box sandwich spread, ef- 
fective June 30. 


e Hoefer, Dieterich & Brown is 
continuing to handle Mayday oil, 
Beverly peanut butter and Sleepy 
Hollow syrup, also produced by 


(Continued on Page 84) 


Growing Pains Now Over, SSC&B 
Is No. 25 in Billing at 10th Birthday 


Postwar Phenomenon 
Sees Business Grow to 
Nearly $32,000,000 


New York, July 10—The most 
successful postwar baby in the ad- 
vertising agency field was prepar- 
ing itself for a month-long cele- 
bration this week. 

And executives, clients and re- 

who covered its meteoric 
rise find it hard to believe that 
Sullivan, Stauffer, Colwell & 
Bayles is ten years old. 

SSC&B represented, in its way, 
a triumph of men against organi- 
zations. In the first place, the new 
agency sprang, in the main, from 
a bolt of a group of topflight peo- 
ple from Ruthrauff & Ryan. 

In the space-jammed New York 
of 1946, the agency managed to 
eke out an existence in a succes- 
sion of improvised offices, with 
haphazard telephone service, a 
host of new employes and a con- 


Good music station KEAR, San 
Francisco, is bailed out of fi- 
nancial troubles 

Movie ads are more offensive than 
the movies they promote, 
Catholic newspaper says. Page 24 

Lucky Mileage game helps deter- 
mine size of auto radio audi- 
ne SRI yp gern OE 

NARDA campaigns to cut 
down telephone directory cate- 
gories 

Kroger Co, six-month sales are at 
alltime high, expected to go 
higher during year ....Page 37 

Minneapolis radio giveaway war 
has slowed down, but not 
OE sss ce eweecs \.Page 52 

Account executive should be a 
marketing executive, Burton 


ee ener 


Hotvedt says 


Wheaties returns to sports cham- 
pion ad theme of 20 years 
WE: cp dox ib henixccs ces 62 

Radio programmers find band mu- 
sic is popular fare ...... 

U.S. investment in Philippine 
Islands has grown in 10 

Eye & Ear Man suggests more tv 
blackouts are needed to stop 
free plugs Page 67 

Is marketing developing an aris- 
tocracy of college graduates? 
E. B. Weiss asks ...... Page 73 

Walter O’Meara offers suggestion 
which could save advertising 
millions a year 

BofA handbook tells how to budget 
ads for bigger volume, more 


ee 


pretties. Here ee 


Highlights of This Week's Issue 


FCC examiner’s decision proposes 
to reinstate WWSW’'s Pittsburgh 
channel permit 

Charles Claggett, New Gardner 
Advertising head, stresses per- 
sonnel quality 


Looking af Retell A@s ..c.cc..0- 


stant stream of new accounts. 

Here are some of the highlights 
of the rise of SSC&B: 

The agency was formed by Ray- 
mond F, Sullivan, Donald Stauffer, 
S. Heagan Bayles, and John P. Co- 
hane—all from Ruthrauff & Ryan 
—and Robert Colwell, from J. 
Walter Thompson Co. 


@ When the new agency was or- 
ganized, trade observers conclud- 
ed that the founders were unhap- 
py with R&R and that they would 
pick off a number of R&R ac- 
counts. True to the Madison Ave. 
code, SSC&B instantly said it was 
not going to solicit accounts of 
Ruthrauff & Ryan. However, most 
of its early accounts were acquired 
from R&R. These included Nox- 
zema, Smith Bros., Carter Prod- 
ucts’ Arrid, Whitehall Pharmacal, | 
and pieces of Lever Bros. (Silver 
Dust and Lifebuoy). 

Its billing rise was rapid. From 


(Continued on Page 89) 


LESLIE E. PARKHURST has been named 
director of marketing of American 
Safety Razor Corp., New York. Mr. 
Parkhurst, formerly general sales 
manager, will direct the compa- 
ny’s new marketing division. Jo- 
seph Dammann was named mar- — 
keting coordinator and Lewis 


O’Shea was named sales manager. 
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lead to mixing one’s drinks as well as “flavors.” 


BBDO’s Wren ‘Did Good’ in Helping Clear 
Blacklisted Actors, House Committee Told 


Wasuinctron, July 11—A _ wit- 
ness before the House un-Ameri- 
can activities committee said to- 
day that Jack Wren of BBDO and 
others who helped “clear” radio 
and tv performers who have been 
identified with communist and 
communist-front activities “were 
doing good, not evil.” 

The testimony was offered by 
Arnold Forster, general counsel of 
the B’Nai B’Rith Anti-Defamation 
League, who told the committee 
he helped at least eight blacklisted 
’ entertainment artists by seeking 
advice and guidance from Mr. 
Wren and from others such as col- 
umnists George Sokolsky and Vic- 
tor Reisel, newspaper man Fred- 
erick E. Woltman and James F. 
O’Neil, American Legion publica- 
tions director. 

He was called as the committee 
explored the background of a re- 
port on blacklisting the enter- 
tainment industry lished re- 


cently by the Fund for the 
Republic. 


a Mr. Forster acknowledged he 
was probably the unidentified) 
public relations expert quoted by| 
the report to describe “clearance 
procedures” which were used by 
entertainers who wanted to “re- 


for American’ exhibitors 
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habilitate” themselves. The report| J 


said “clearance men. . . are often | 
the same persons who make the 
damning indictment ...They have 
the power to wound and the power 
to heal the wound.” ' 

Mr. Forster said Edward Eng- 
berg, who had interviewed him for 
the report, “may have had a com- 
plete sense of repugnance of what 
the Anti-Defamation League was 
doing.” 

“From where I sat,” he said, 
“the men who were alleged to be 
clearance men in this context were 
doing good not evil . . . we came 


aes 


to them for help and they gave us 


DANIEL KALTER has been named di- 
rector of advertising of Mastic Tile 
Corp. of America, Newburgh, N. Y. 
He formerly was ad and sales pro- 
motion director of Flexees Inc. 
Charles DeMatteo continues as ad 
manager of Mastic Tile. 


help.” 

Mr. Woltman testified the 
blacklist mentioned in the report 
is no more than “10 or 15 drawers 


As TULSA Grows-so Grows Oklahoma... 


... Throughout the city of TULSA 


industrial and residential building 
/s still going 
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BUILDING JOBS | 
INPROGRESS 
ATST5 MILLION : 


Construction Figure 
Doesn’t Include Road, 
Residential Projects 


A whopping total of $75 mil- 
lion worth of major non-resi- 
dential construction and heavy 
engineering projects is under 


grammed for work within the 
next few weeks. 


some of the closest followers of 
construction activity in Tulsa 
especially since the amount does 
not include projects which have 
pony but which do 
ve te st 

yp te om arting dates. 
struction. 

these 
the total 

$100 million, but the survey was 


at determinin 
of work in 4 the amount 


wish Trib un 


here or definitely pro- 


of the figure surprised 


is highway con- 


jobs were included, 
would be well above 


progress or which def- 
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See ‘on communist affiliations. 


: = “spends as much time trying to 
=. |clear people as he does establish- 


vey |public report has put advertising 
| agencies on a spot where they will 
be much more careful in rehabili- 


= |they ought to do,” he said. 


since |tions were created. 


of files” which he, Mr. Sokolsky 
and Mr. Wren keep on persons 


® Mr. Woltman said Mr. Wren 


ing that they are communists.” He 
contended the Fund for the Re- 


tating people. “They have been 
made the goat for something that 


Earlier the committee heard 
John Cogley, author of the report, 
deny he had any intention of apol- 
ogizing for communists. During 
three hours of vigorous question- 
ing he defended the report as a 
study of problems raised by black- 
listing in the entertainment indus- 
try. 


a When Committee Counsel Rich- 
ard Arens demanded to know why 
the report omits detailed informa- 
tion about the “comimunist back- 
ground” of many of the enter- 
tainers who are mentioned, Mr. 
Cogley said, “I was writing a his- 
tory of blacklisting in this indus- 

not rewriting ‘Red Chan- 
nels.’ ” 

He said, “There are lots of ways 
of writing a book. I decided to 
write this one this way.” 

When Rep. Gordon H. Scherer 
(R., O.) commented, “What you 
said in your book wouldn’t have 
been as impressive if you had cited 
these facts,” Mr. Cogley replied, 
“In many cases I listed them right 
out of ‘Red Channels’.” In other 
instances, he said, he had merely 
noted that all individuals who 
were called before the un-Ameri- 
can activities committee’s 1951 
hearings were confirmed commu- 
nists, in the opinion of the com- 
mittee. 


a In its discussion of the motion 
picture industry, the report had 
cited instances of actors and ac- 
tresses “blacklisted” in 1947. When 
Mr. Arens demanded to know why 
the report did not mention the fact 
they had been identified before the 
committee as communists, Mr. 
Cogley asked the date when they 
had been so identified. 

Informed that the testimony 
was obtained in 1951, he explained, 
“But I was writing about 1947. At 
the time they were first blacklist- 
ed there was no testimony that 
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Conoco, Like Esso, 
Markets Third Gas 
in Houston Area 


Houston, July 11—Continental 
Oil Co. today began market-test- 
ing a new gasoline, which appar- 
ently is Conoco’s answer to Esso 
Standard Oil Co.’s third brand, 
Golden Esso Extra (AA, May 14). 
Conoco’s new brand is called 
“Royal Super.” It is designed for 
high compression engines of late 
model cars and many projected 
1957 models—just as Golden Esso. 
The Houston experiment is 
strictl} designed to test. the de- 
mand for such a gasoline, said 
Harry J. Kennedy, vp of Conoco. 
“It will supplement the com- 
pany’s line of premium and regu- 
lar gasolines at 24 of the 51 Con- 


oco service stations in the Houston 
area,” Mr. Kennedy said. 

Page ads in the Houston Chron- 
icle and the Houston Post intro- 
duced the new gasoline. The same 
papers, and the Houston Press, 
have been carrying ads for Golden 
Esso Extra, which went on sale 
here about June 20. 


‘Photography’ Raises Rates 
Modern Photography, New York, 
is raising its rates 124%2% effective 
with the October issue. Advertisers 
now under contract will continue 
under present rates through the 
December issue. The rate raise is 
due to a 21% increase in circula- 
tion in the past two years, accord- 


they were communists.” 


ing to the magazine. 
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RALEIGH, North 


Metropolitan Pop: 136,450 
(U.S. Census 1950) 


Market comprises the eastern 


now industrially by leaps and 


*(Authentic N. C. Dept. of 


tne Kahigh = 
News and Observer 

MORNING & SUNDAY — 
ALEIGH TIMES 


Carolina 


Big, Busy Market 


The Raleigh—“Golden Belt of the South” 


third of 


North Carolina. For many years the back- 
bone of the state’s agriculture, this region is growing 


bounds. RALEIGH is the big, busy 


retail, wholesale and distribution center of this region—3rd in N. C.’s 
1955 Retail Sales with $173,549,895*. The 33 county Golden Belt accounts 
for 30% of N. C.’s Retail Sales—$974,245,286*, Sales and advertising 


management of new and expand- 
ing industry should give a close 
look at growing Raleigh and 
Eastern North Carolina. 


Your No. 1 Salesmakers in the 
“Golden Belt of the South” 


Morning & Evening—1 43,433 
Evening & Sunday—153,804 
(ABC Pub. Statement 3/31/56) 

* 


Represented by 
The Branham Company 
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THIS WEEK LIFE S. €. POST LOOK COLLIER'S 


11,431,674 5,714,720 4,943,838 4,201,297 3,814,220 


THE TALL LIGHTHOUSE COVERS MORE SEA 


THE BIG MAGAZINE COVERS MORE GROUND 


Circulation Source: THIS WEEK—combined ABC preliminary averages ended 3/31/56 for 36 newspapers 
Other magazines—ABC average ended 3/31/56 (interim Statements) 


‘This Weeh AMERICA'S LARGEST FAMILY MAGAZINE 


MAGAZINE 
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George Gould, president of 
Telestudios, said the film to be 
shown probably will be provided 
by Leo Burnett Co., which is con- 
sidering the show as a vehicle for 


one of its clients. K&E will test 
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K&E’s Commercial-Testing Device 
Lets Viewers Upthumb, Downthumb 


(Continued from Page 3) 
Thompson Co. has been making 
test runs of its clients’ commer- 
cials, using the agency’s own stu- 
dio and closed circuit facilities. 


w The K&E machine is the brain 
child of G. Maxwell Ule, senior 
vp of the agency. Designed for 
easy transportation to supermar- 
kets, etc., it already has been 
tested in a New Jersey appliance 
store and in a department store. 


continually adjust. If he likes 
what he sees and hears, he moves 
the lever to the right; if he dislikes 
the material, he moves the lever 
to the left. The more intense his 
reaction, the farther he moves the 
lever.” 

The viewer also gets a ques- 
tionnaire to find out how he rates 
the commercial in comparison 
with others, whether he remem- 
bers the brand name and whether 
he plans to buy the product. 


some commercials during 
special operation. 


After the program is finished, 
staffers from Consumer Behavior 
Research Associates will question 
the viewers to find out how they 
liked the program and what they 


thought of the commercials. 
Mr. Gould said his 


pre-testing. 


service 
which is a new one, will be priced 
competitively with other types of 


s BBDO’s new closed-circuit tv 
system is much less elaborate 
than that of JWT. It consists pri- 
marily of a camera and a monitor, 
which works like the see-your- 
self-on-tv setups that are some- 
times displayed at exhibits or 
tourist centers. 

Robert Foreman, BBDO radio- 
tv director and vp, said his agency 
will use its equipment to do pre- 


This is how the K&E machine 
works, as described by an agency 
spokesman: 

“The machine is shaped like a 
large vending. machine. A rear- 
view projector throws a filmed 
commercial onto a screen at eye 
level. The viewer records his re- 
actions to the commercial at the 
moment he sees and hears it by 
means of a lever which he can 


@ K&E also will be one of the 
agencies participating in the first 
in-home test, to be staged July 16 
at 7:30 p. m., EDT, by Telestudios. 
This company will use a micro- 
wave closed circuit hookup to feed 
a 30-minute film to 500 families 
in Far Rockaway. The picture will 
come through on Channel 6, which 
is not normally used in this metro- 


The value of the exclusive T.R. Clientele can not 
be measured asi mere numbers of circulation alone — 
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Recent ‘fun & Bradstreet surveys show the unequalled 
buying potential of Thomas Register clientele. One rea- 
son for T.R. preference by 11,648 Advertisers. 


A Thomas Register representative will be glad to show 
you these comprehensive reports at your convenience. 


WRITE 
FOR A COPY OF THE 
HIGHLIGHTS OF THE 
DUN & BRADSTREET 
REPORTS 


: HOMAS AEGISTER 


461 EIGHTH AVENUE * NEW YORK 1, 


ADVERTISERS 


43;435 


ADVERTISEMENTS 


Affiliated Publication - 
INDUSTRIAL 
EQUIPMENT NEWS 
Original “What's New” Monthly 


NEW AYER TV LA8—Looking over facilities at SRT Television Studios 

which are to be used as a laboratory by N. W. Ayer & Son for test- 

ing tv material and training personnel are David M. Crandell, Aycr 

supervisor of tv production; Donald S. Hillman, a tv director for 

Ayer, and Norman P. Tate, art director of the agency. Bill Duryea is 
the SRT cameraman. 


liminary checks on art work, pho- 
tographs and package designs to 
see how they register on tv. It also 
will be employed as a tool in au- 
ditioning actors, models and an- 
nouncers. 

JWT has a complete, fully 
staffed studio, in which commer- 
cials and shows can be produced 
and fed by closed circuit back to 


and live-talent auditions. 

Second part of the program is a 
commercial color course for Ayer 
personnel directed by Donald S. 
Hillman, former NBC-TV produc- 
er-director, now a member of 
Ayer’s tv staff. 

Third phase of the program will 
consist of installation of a coaxial 
cable between SRT studios and 


the agency’s office (AA, Jan. 24, Ayer offices in New York, so that 


*55). 


AYER SETS UP TV 
TEST LAB IN N. Y. 

New York, July 10—N. W. Ayer 
& Son has signed a contract with 
SRT Television Studios, New 
York, which will provide the 
agency with a color laboratory for 
the testing of color and b&w tele- 
vision material and training of 
staff members. 

The arrangement, believed to be 
the first of its kind made by an 
agency, includes use, on a regular 
basis, of SRT’s $500,000 worth of 
tv equipment, including a new 
RCA color camera chain. 

Thomas H. Calhoun, head of tv 
programs and production, heads a 
three-part program for use of the 
laboratory. David M. Crandell, su- 
pervisor of tv production for Ayer, 
directs the first phase, involving 
testing of commercials, packaging 
and art materials before cameras 


closed circuit testing can be done. 


Extras Get New Contract 

The Assn. of Motion Picture Pro- 
ducers, the Alliance of Television 
Film Producers and the Screen 
Extras Guild have negotiated, sub- 
ject to guild membership ratifica- 
tion, a new contract covering the 
employment of extra players in 
theatrical and tv motion pictures. 
A basic increase of $2 in all daily 
wage categories is provided, as is 
a five-day, 40-hour work week. 
Effective June 11, all studio work 
on Saturday will be paid for at 
time and a half; it will be double 
time Jan. 30, 1957. The contract 
runs to April 1, 1959. 


Atrill Joins Cocktield, Brown 

V. H. Atrill, an economist on the 
faculty of the Royal Military Col- 
lege, Kingston, Ont., has resigned 
to join the research division of 
Cockfield, Brown & Co., Toronto. 


When You're Placing 
Grocery Advertising 


SOUTH BEND, DES MOINES, 
OMAHA, NASHVILLE 


BRUSH-MOORE 4) 
NEWSPAPER 


represented nationally 
by Story, Brooks & Finley 
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To All Buick Dealers, 

The Buick Division of 
General Motors 

~ And the: Kune Agency... 


Many Thanks. 


jackie gleason 
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No Longer Set 
Maker, CBS Still 
Is Manufacturer 


New York, July 13—This week 
Columbia Broadcasting System 
confirmed what nearly everyone 
seemed to know already—that CBS 
is going out of the radio and tv 
set making business. 

The official death notice of the 
CBS-Columbia division came in a 
two-paragraph release following a 
meeting of the company’s board of 
directors. It said that the decision 
to quit making sets “in no way 
affects the future of the other CBS 
manufacturing divisions or its re- 
search laboratory. CBS will con- 
tinue to expand the activities of 
Columbia Records . . . CBS-Hy- 
tron, the tube and semi-conductor 
manufacturing division, and CBS 
Laboratories, the research and de- 
velopment division of the com- 
pany.” 

The release did not say what 
will happen to CBS-Columbia’s 
remaining assets. 


® For some time all signs have 
pointed to Columbia’s exit from 
the set making field by one meth- 
od or another. Key personnel were 
laid off. Sets were dumped on the 
market. Dies and tools, primarily 
for the radio line, were sold to 
Trav-Ler Radio Corp. Distributors 
received notification of franchise 
termination. 

There were reports of merger 
talks with other manufacturers 
which would give CBS-Columbia a 
complete line of household appli- 
ances, but apparently nothing 
came of these discussions. 

CBS-Columbia has been losing 
money for some time. In late May, 
Frank Stanton, CBS president, said 
the division’s future was being 
“reappraised” in view of the 
“fluid” market conditions bought 
on by the imminence of color and 
the current emphasis on low- 
priced b&w portable sets. At that 
time he said six alternatives—in- 
cluding merger and cessation of 
operations—were under considera- 
tion. 


® The ae of the CBS-Co- 


lumbia division date to June, 1951, 
when CBS merged with Hytron 
Radio & Electronics Corp. of Sa- 
lem, Mass. At that time Hytron’s 
set making arm, Air King Prod- 
ucts, became a CBS subsidiary and 
was renamed CBS-Columbia Inc., 
with radio and tv sets being made 
under the new name. 

‘In 1953 CBS-Columbia was 
made a division of CBS. Through- 
out the company’s short career 
there were several top manage- 
ment changes. 

In advertising CBS-Columbia 
sets, the emphasis was on radio 
and tv, though print was not over- 
looked. The network’s ace sales- 
man, Arthur Godfrey, had the 
division as co-sponsor on his shows 
at various times during 1955 and 
1956. 

Most people attribute CBS-Co- 
lumbia’s demise to two major fac- 
tors that had nothing to do with 
advertising: (1) Lack of adequate 
manufacturing and shipping facil- 
ities at the division’s Long Island 
City plant; (2) the trend toward a 
stronger hold on the market by 
the leading set makers, with more 
and more smaller companies fall- 
ing by the wayside. 


Naegele Acquires Robinson 
Naegele Advertising Co., Min- 
neapolis, has acquired Robinson 
Outdoor Advertising Co., Lincoln, 
Neb. Robinson will become a mem- 
ber of the Naegele group, and R. F. 
Robinson, former owner of Robin- 
son Outdoor, will be retained as an 
operating director of Naegele. 


CONTINUED—The National Restaurant Assn. and affiliated groups 
carry on with their cooperative campaign urging “Eat out” (AA, 
Dec. 12, 1955, and Feb. 6). Here is one of two upcoming posters 
jointly sponsored by Beatrice Foods Co. and the restaurant groups. 
(The poster not shown is headed “All in? Eat out!”) The posters 
are scheduled for 165 locations in Chicago and adjacent cities for 
July and September. Foote, Cone & Belding, Chicago, is the agency 
for Beatrice Foods’ Meadow Gold products. 


Third Anti-Trust Action Against Cranberry 
Association Is Filed by Canner of Eatmor 


Boston, July 12—Morris April 
Bros., Bridgeton, N.J., canner of 
Eatmor and other brands of cran- 
berry sauce, filed a civil suit July 
11 in U.S. district court here, 
against' National Cranberry Assn., 
charging a “conspiracy to restrain 
and monopolize” interstate trade 
and commerce in cranberry prod- 
ucts. 

The complaint (the third court 
action charging NCA with viola- 
tion of federal anti-trust laws) 
states that NCA and affiliated 
companies control at least 85% 
of the cranberry products business 
in the U.S. 

Morris April has suffered severe 
financial damage, the suit asserts, 
because NCA has been using its 
monopolistic power to restrain 
growers and distributors from 
dealing with the company. NCA 


Bostwick Labs, 
Conn-Chem Are 
Bought by Babbitt 


New York, July 12—B. T. Bab- 
bitt Inc. has entered into an agree- 
ment with Bostwick Laboratories 
and Connecticut Chemical Re- 
search Corp., whereby all out- 
standing stock of the latter two 
companies will be exchanged for 
stock in Babbitt. 

Subject to the approval of Bab- 
bit stockholders, the merger marks 
the entry of the 120-year old Bab- 
bitt company into the field of aero- 
sol products, an area where sales 
have gone from less than 500,000 
cans in 1947 to more than 250,000,- 
000 units this year. 

Babbitt will market the 16 Bost- 
wick aerosol products, including 
Hep insecticide and Hep oven 
cleaner. Conn-Chem business will 
continue to be devoted exclusively 
to private label production. 

Babbitt’s president, Samuel 
Mendleson, said that “the joining 
with Bostwick gives us overnight 
America’s best known line of aero- 
sol products, with strong national 
distribution, particularly in hard- 
ware-drug outlets. We are partic- 
ularly interested in developing 
household products in_ these 
fields. .. .” 


@ While there are no final plans 
at present, it was indicated that 
Babbitt expects to put water-base 
cleaning items into aerosol cans. 
(United Dye & Chemical Corp., 
which bought controlling interest 
in Bon Ami Co. recently, next 
month will introduce Jet Bon Ami 
in an aerosol can in this market.) 

For the present, all agency af- 
filiations of the companies will 
remain the same. B. T. Babbitt 
retains Dancer-Fitzgerald-Sample 
for Bab-O, Harry B. Cohen Adver- 
tising for Glim and Maxon Inc. for 
Cameo copper cleaner. Ovesey & 
Straus handles Bostwick and Con- 


necticut Chemical. 


also is charged with (1) having 
used threats to prevent Morris 
April Bros. from engaging in the 
cranberry sauce business as a 
competitor; (2) having resorted to 
“large and undisclosed rebates, dis- 
counts, advertising allowances and 
so-called profit-incentive plans” to 
curtail and destroy April’s ability 
to compete; (3) having spread 
false and defamatory rumors about 
April’s financial condition and its 
ability to continue in business. 


® Morris April, head of the com- 
pany, said normal expansion of 
cranberry products has been 
“stranded, because wholesalers 
have been forced to deal with NCA 
as a sole source of supply.” 

Defendants in addition to NCA 
are A. D. Makepeace Co., Ware- 
ham, Mass.; United Cape Cod 
Cranberry Co., Hanson, Mass.; 
James E. Glover, Hanson, Mass., 
president of the association; Mar- 
cus L. Urann, Hanson, Mass., for- 
mer president of NCA and major- 
ity stockholder of United, and 
John C. Makepeace, Wareham, 
Mass., treasurer of NCA and prin- 
cipal stockholder of A. D. Make- 
peace Co. 

A federal grand jury returned a 
criminal indictment of NCA for 
violation of the Sherman Act April 
8, 1955, and a month later the gov- 
ernment filed a civil suit based on 
the same charges. Neither has been 
tried so far. 
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‘Do Something’ About Large Earnings 
of Networks, House Group Urges FCC 


WASHINGTON, July 12—Members 
of the Federal Communications 
Commission resisted suggestions 
from the House anti-trust subcom- 
mittee today that something should 
be done about the large ‘earnings 
of NBC and CBS. 

When the committee submitted 
figures showing that the two ma- 
jor networks had 43.4% of the in- 
dustry’s income before taxes in 
1955 and earned 131% on their 
investment in tangible broadcast 
property, FCC Chairman George 
C. McConnaughey insisted the 
earnings of stations are not a mat- 
ter which is subject to FCC super- 
vision. 

While the commission collects 
statistics about the industry’s fi- 
nancial affairs, he said this is only 
to provide a general picture of 
business conditions. Warren Bank- 
er, FCC general counsel, who as- 
sisted the chairman, interjected 
that FCC “does not regulate the 
industry for the protection of ad- 
vertisers. It is interested only in 
seeing that stations are operated 
in the public interest.” 


# With the completion of today’s 
session, the hearings suspended 
until September, when the com- 
mittee expects to assemble in New 
York to conduct an intensive study 
of advertising, talent and other op- 
eftations on tv. 

Before closing this morning, the 
committee heard Dean Roscoe Bar- 
row, head of FCC’s special net- 
work study group, who said his 
staff may be in a position to make 
some preliminary recommenda- 
tions well in advance of the orig- 
inal June 30, 1957, target date 
which has been fixed for the com- 
pletion of the work. 

After giving a detailed outline 
of the progress of the study, Dean 
Barrow said it might be possible to 
“spin off’ specific problems, such 
as the “first refusal rule” which 
has been a matter of controversy 
among critics of the industry. But 
he said there is serious danger in 
treating “one organ” instead of 
considering “the body” as a whole. 


s When Committee Counsel Ken 
Harkens asked whether the study 
group would consider elimination 
of all network rules and leave the 
networks subject to anti-trust 
laws, he said he felt FCC’s respon- 
sibility is broader than the anti- 


FOOD FREE-FOR-ALL—This is the thematic logotype that will appear 

at the bottom of each page of the special food advertising section 

of The Saturday Evening Post, slated to run in an early September 
issue in 1957. A NARGUS gatefold will lead off the section. 


NARGUS, ‘SEP’ Plan Big Food Drive in ‘57 


Cuicaco, July 11—The National 
Assn. of Retail Grocers and The 
Saturday Evening Post today an- 
nounced plans for a “food spec- 
tacular” promotion that will start 
in September of next year. 

The promotion will be kicked 
off with a NARGUS gatefold ad, 
scheduled to run in the Sept. 7, ’57, 
issue of the Post. Food products 
manufacturers and others in the 
food field wanting to tie in also 
will appear in this issue, which 
will contain a special food adver- 
tising section similar to the hard- 
ware advertising sections the Post 
has been running for several years 
now in cooperation with the In- 
dependent Retail Hardware Assn. 


Marie Kiefer, secretary-manager 
of NARGUS, said that the associa- 
tion and the Post will attempt to 
interest all segments of the food 
in .ustry—retailers, cooperatives, 
voluntary groups, wholesalers and 
national manufacturers—in the 
event, which it hopes to turn into 
an annual affair. 

Following on the heels of the 
kick-off ad section in the Post, 
retailers will begin displaying 
streamers, posters, display tents, 
shelf markers and other point of 
sale material to be used in the 
event. NARGUS will furnish par- 
ticipating advertisers with mats of 
the “miracle meals” poster illus- 
trated above, which will be the 
theme of the p 


trust laws. While his group would 
report any monopolistic problems 
it finds, it feels FCC is required to 
have regulations to promote the 
growth of television service, and 
that the commission is not likely 
to drop rules entirely. 

His summary of the study 
group’s work showed three ques- 
tionnaires have already been dis- 
tributed to the networks probing 
into all phases of their operations. 
In addition to a detailed question- 
naire to stations, his staff plans a 
questionnaire for advertising agen- 
cies, and a series of studies and 
interviews with advertisers, agen- 
cies, spot representatives, film 
producers, program packagers and 
talent organizations. 


® The discussion of finances was 
touched off when the committee 
staff released for the first time de- 
tailed information on 1955 earnings 
of CBS and NBC. Previously sim- 
ilar information for 1953 and 1954 
had been released in a special re- 
port by Sen. John Bricker (R., O.). 

The data obtained from FCC 
files showed that the two networks 
and their nine stations recovered 
131% on an investment in broad- 
cast property of $50,067,737 in 
1955. Their earnings had been 99% 
on investment in 1954 and 53% in 
1953. 

The committee said that CBS 
and its four stations had $34,870,- 
837 in income before taxes and 
earned 129% on a $26,958,279 in- 
vestment. NBC and its five sta- 
tions had income of $30,179,349; 
its return was 133% on a $23,109,- 
458 investment. CBS’ rate of re- 
turn had been 108% in 1954 and 
54% in 1953; NBC’s rate of return 
was 87% in 1954 and 52% in 1953. 


® Three CBS-owned stations had 
earned 370% on a $3,322,023 in- 
vestment in 1954 and four CBS- 
owned stations earned 282% on a 
$5,146,981 investment in 1955. 
WCBS-TV, New York, recovered 
1,053% on a $528,911 investment 
in 1953, 1,824% on $447,420 in 1954 
and 2,290% on $409,484 in 1955. 

Five NBC-owned stations earned 
297% on a $4,050,920 investment 
in 1954 and 320% in 1955. WRCA- 
TV, New York, earned 2,135% on 
a $229,434 investment in 1953, 
1,646% on $369,873 in 1954 and 
857% on $846,728 in 1955. 


s The committee noted ABC’s 
five stations were able to make 
only 78% on a $6,572,627 invest- 
ment in 1955 while CBS made 
282% and NBC 320%. DuMont’s 
three stations made 183% on a 
$1,556,660 investment in 1954 but 
the two DuMont stations lost $1,- 
048,753 in 1955. 

When Mr. Baker said the CBS 
and NBC stations had best results 
because they were able to produce 
programs which the people want, 
Rep. Emanuel Celler (D., N.Y.), 
committee chairman, complained 
“that’s the vicious cycle. They have 
the money to pre-empt talent.” 

During three days of hearings 
this week the committee grilled 
FCC members on their failure to 
act sooner to study option time 
and must-buy policies. Chairman 
McConnaughey pointed out that 
Congress failed to provide funds 
for a network investigation despite 
requests going back to 1949. 


= Former Chairman Rosel Hyde 
explained that FCC was so busy 
trying to get tv under way when 
the freeze was lifted in 1952 that 
it had no opportunity to stop to 
determine the impact of the exist- 
ing network rules. 

He cautioned that tv might nev- 
er have gotten under way without 
the contribution of the networks, 
and warned that networks might 
have been discouraged if the com- 
mission attempted to change the ~ 
rules in the early days of the in- 
dustry. 
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How many times do you \@ 


have to tell him to sell him? 


If you could expose everyone in the 
country to your product’s name jusi once, 
how many new customers would you pick 
up? Not very many. 

You have to make a deep impression 
to make a customer. That means you 
have to hold a prospect’s attention long 
enough for your sales message to sink in. 
And you have to reach him often enough 
for it to be remembered. 

The secret of The Saturday Evening 
Post's selling success is that it does both. 


4 


Survey after survey turns .. these facts 

about the Post: 

e /t holds the reader's alle s::on longer 
than any other weekly mo°vzine. 


© /t is picked up and re-recw! .:< or seven 
limes during the week— giving the ad- 
vertiser these extra chances (0 sell. 


e /t stays in the home for weeks — it keeps 
on influencing the whole family, 


The Post gets to the heart »f America. 


NEWSSTAND SALES 


Avdit Berees of Circuletions - Jenwery | to Merch 31, 1956 
00 OC 


America reads the Po 


“Home is where the sucker is...as 


today’s slickest swindlers know’ 


BILL ADAMS, V.P. and Creative Dir., Hixson & Jorgensen, Inc., Los | 
Angeles, previews‘ Beware of Home-Repait Rackeleers” inthisweek'sPost. | 


“Now the underworld has muscled in 
on the home-repair business, and it's 
no penny-ante game. There’s 12 billion 
at stake every year and con men are 
taking a big chunk of it. If you aren't 
wise to the cardboard-shingle racket, 
‘lifetime’ paint jobs that last two 


weeks, or phony housing inspectors 
who just happen to know a good elec- 
trician...you may be next on their list.” 


In all, 8 articles, 4 stories, 2 serials and 
many special features in the July 21 
issue of The Saturday Evening Post. 
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mS .... Fact is, 


he median income 
if Newsweek's 
‘eader families Is 
the second highest 
among all national 
magazines* 


*Daniel Starch & Staff, Consumer Magazine Report 
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WHAT’S MORE—Newsweek 
delivers more readers in Business, 
Industry and Government... 

per advertising dollar... 

than any other weekly magazine. 


Serving Americas 
Most Significant Million 
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Stockholders and Customers 


It would be foolish to deprecate the wooing of stockholders by 
corporate management, because clearly one of the requirements for 
business success is the high regard of your stockholders and of po- 
tential investors who may not presently be represented on the stock 
rolls. 

But it is perhaps well to remember that time, place and circum- 
stances determine the brand of wooing that is done, and that stock- 
holders are by and large a different type of animal than employes or 
customers. 

We had some persona! indication of this sort of thing recently when, 
on a cross-country automobile trip, we told our children that we 
should patronize Union Oil of California stations because we are 
Union stockholders. The idea sounded perfectly sensible and logical, 
and Union got our business a couple of times. 

But after that it became perfectly clear that our interests as a tiny 
stockholder did not always jibe completely with our interests as a 
motorist, and Union was getting mighty little preference from us. If it 
had a station in the right location at the right time, it got our business; 
if not, some other oil company got it. And it was difficult for any of 
us to believe that our patronage really made any difference to Union 
or to us as stockholders. 

In this connection, the annual report of John A. Barr, president of 
Montgomery Ward & Co., is interesting. Among other things he said: 

“Increasing the circulation of our catalogs is a major problem. It 
is not so simple as merely obtaining a list of new names and sending 
them the book. The catalogs are too expensive for such a shotgun 
approach to be profitable. We are, however, circulating more catalogs 
this spring than we did last year... 

“One of the things we did, beginning last fall, was to offer a catalog 
to each stockholder. Although catalogs were sent to several thousand 
stockholders, the sales results have been disappointing. We remain 
hopeful, however, that our stockholders will become better cus- 
tomers.” 

The point, we think, is not that stockholders cannot be good cus- 
tomers, but rather that they are not likely to be good customers 
merely because they are stockholders. They will not buy merely be- 


—William A. Reoney, D’Arcy Advertising Ce., Chicago. 


“He’s switching his account to McCann. He says having your account 
there has become a Status-Symbol.” 


What They're Saying 


Thorough Study of Radio 
Listening Is Needed 


or even four to one. The ad that 


| shouts, the one that beasts, the one 


Radio, of course, has lost audi-|that talks in advertising cliches, 


ence since the advent of television, the one that out-promises all logic, 
but I don’t believe that loss is as |the one that stretches the reader’s 
great as had been estimated. The |credibility—that one will not do 
current Pepsodent spot radio cam-_ well in Reader’s Digest. But the ad 
paign is proving that a mighty ra- \that calmly, logically, intelligently 


dio audience still remains. 

But it’s an audience that is dif- 
ferent: more selective with re- 
spect to both stations and pro- 
grams. And it’s an audience about 
which both advertiser and agency 
need to know a great deal more. 

I am not convinced that any ra- 
dio survey in existence today val- 
idly reflects the listening habits of 
individuals throughout a specific 
household. Radio may no longer be 
a large family-group activity ex- 
cept during the early morning 
hours, but we do know from the 
increase in radio set sales, from 
the number of radios scattered 
throughout the average home, 
that individual members of the 
family are listening—not all at the 
same time, perhaps—but listening 
at various times and throughout 
most of the broadcast day. 

What the radio industry needs, 


cause of feelings of loyalty or self-interest. 


; Retailing Is Selling 


ere must be a number of retailers who hate the guts of Sol Polk 
ey hate nothing else. Sol is president of Polk Bros., a Chicago 
organization which was described just a couple of years ago as a 
“discount house,” but which currently is simply a “home furnishings 


retailer.” 


The reason so many retailers must hate Polk’s guts is that he vio- 
lates all the traditional rules of retailing. He doesn’t make speeches 
placing all the blame for bad conditions on manufacturers and whole- 


| ideally, is a research study that 
| would finally and definitely re- 
cord what those listening habits 
are. You could then address your- 
selves to the important problem of 
programming to individual needs 
and listening habits. 

Such a study, I recognize, is un- 
realistically expensive right now. 
But until such a thorough study is 
made—and so long as your indus- 
try must live with present, incom- 
plete research data—it will re- 


indicates its product’s benefits, 
that gets to the point fast, that 
documents its claims, that says it 
well and quickly and knows when 
to stop—that one seems to be 
what Digest readers want. 
—Fred D. Thompson Jr., advertising 
director, Reader's Digest, at 1956 Ad- 
vertising Conference, University of 
Michigan. 


The Mixed Blessings of TV 
“We had feared television would 

end reading.’ Well, the final score 

on that is not in yet, but prelim- 


\inary returns indicate that tv has 


stimulated reading. People see the 
classics on tv and go buy the 
books. More books were sold last 
year than at any time in our his- 
tory. 

“Television has also driven the 
moticn picture industry to higher 
ground. Simply to be able to com- 
pete with this monster, Hollywood 
has had to turn out good pictures. 
Television's own contributions to 
the movie industry are impressive. 

“What it boils down to is that 
television has made Americans de- 
mand more of life—better acting, 
better writing, better politicians, 
better automobiles. I realize that 
this is not altogether a good 
thing, but on the whole, I think 
Americans have profited enor- 
mously.” 


—John Crosby, quoting from a speech 
he made, in his syndicated column. 


salers; instead he makes speeches saying that if retailers can’t sell 
the goods manufacturers can turn out, the next step is likely to be 
manufacturers doing their own retailing, or direct selling. And he im- 
plies that if this happens, the retailer can’t blame anyone but himself. 

Retailers like Polk are still damned more than occasionally as price 
cutters and “chiselers,” as though there were something reprehensible 
about giving the public better values. But actually, they are the in- 
novators who keep the wheels going ‘round. Polk, for example, has 


quire especially creative, ingenious 
selling to put radio across. 


What Readers Wani 


Moves in Streams 

Television certainly isn’t going 
to put the movie theater out of 
business; as a matter of fact, it 
will prcvide the most ambitious 
program of acting, writing and di- 
recting development the enter- 
tainment world has ever witnessed. 

This concentration will even- 


—Arthur Pardoll, director of broad- 
cast media, Foote, Cone & Belding, 
before the District of Columbia and 
Maryland Broadcasters Asn. 


What does the pattern show? 


not only become the largest appliance and furnishings retailer in the | Nothing new, really. Mostly, that 
Midwest--by a very wide margin—but he and others like him | | people are not impressed by “addy 
have revolutionized the sale of these products, demonstrating beyond | jads,” by ads that look as though 


cavil that major appliances can be sold quickly and in volume at low 
markups; and that appliance and furniture stores need not look like 
morgues, but can be crowded with customers every day of the week. 


they were written exclusively for 
Madison Ave. If you were to study 
the statistics available to our ad- 

vertisers, you would find that one 


A little less crying and decrying, and a little more similar initia-| 44 wil] beat other ads of the same 
tive, would be beneficial for all the country. 


4 


size and appearance by two, three 


tually bring forth an wunprece- 
dented stream of motion pictures, 
the likes of which haven’t been 
witnessed by theatergoers in sev- 
eral generations. 


—Chariles C. Barry, 
television, Loew's 


vp in 

Inc., in 
Widem’s column in the 
Times. 


Advertising Age, July 16, 1956 


Rough Proofs 


Nelson Bond says he still thinks 
advertising salesmen, should in- 
clude garters and—hats in their 
garb. 

This is the kind of statement that 
will endear him to at least two 
great industries. 


There’s so much dynamic at- 
traction in the word “electronics” 
that two more business publishers 
are entering this field. 

“Automation” and “nucleonics” 
seem to have the same kind of text 
appeal. 

e 


Three new heavy detergents now 
being test marketed by the ti- 
tams of the industry are entitled 
“Spree,” “Wisk” and “Biz.” 

Like the Pullman Co., the soap 
marketers seem rapidly to be run- 
ning out of names. 


It’s an ill wind that blows no- 
body good, and the steel strike 
may help some harassed automo- 
bile dealers to get rid of a part of 
their excess stocks. 

os 

“Nopco business paper ads tell 
why livestock, babies need vita- 
mins,” headlines the world’s great- 
est advertising journal. 

Some people may consider ba- 
bies secondary to livestock, but 
not their parents. 


“With working girls, it’s charge 
account stores three to one.” 

There’s nothing quite so satisfy- 
ing to the hopeful spender as to be 
able to say nonchalantly, “Charge 
a 


Rep. Bob Wilson, of California, 
is the only working adman in the 
halls of Congress, and even his im- 
passioned appeal couldn’t keep the 
House from passing that rate- 
boosting postal bill. 

- 

American Magazine is fading 
from the scene, *but there are still 
plenty of young old-timers who 
will never forget pieces like John 
Siddall’s “How the world empties 
and fills.” 


Tv press conferences are now 
being used by government brass to 
break important news stories not 
previously available to ordinary 
reporters. 

Is the power of the mike super- 
seding the power of the press? 

° 

“Five C&W men follow Chester- 
field to McCann.” 

The cigaret company has a 
brand-new agency, but may turn 
out to have much the same old 
working team. 


“This young heavyweight,” says 
a classified ad, “has sold every- 
thing from Fuller brushes to wed- 
ding pictures direct to consumer.” 

Then he knows how to get his 
foot in the door. 


A news story says that the mar- 
ket for Spanish sherry in the U. S. 
is growing, suggesting that those 
castles in Spain must be turning 
out a highly merchandisable prod- 


uct. 
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More advertas ers 


THE INQUIRER | 


a any. other 


Philadelphia 


} 
| 
Advertising linage is the final measure 
of a newspaper's sales power 
; ——_z;, 
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The mass media read in Wage-Town are the Family Behavior Magazines. 


The True Story FAMILY BEHAVIOR GROUP 
(TRUE STORY * TRUE ROMANCE * TRUE EXPERIENCE * TRUE LOVE STORIES) 


with a substantial circulation of over 4,000,000 is the leading ‘true-type’ 


Here is your market: 


The great majority of Wage-Town’s families are also Wage Earner families. 
Look at these solid facts: 


a. ¢ FAMILY INCOME IS HIGH! 


Wage Earner families are more than half of all U. S. 
families with incomes over $5,000. 


eeeeee 


MORE “LOOSE MONEY’ TO SPEND! 


The average Wage Earner family has Discretionary 
Spending Power amounting to $3,000 per year, over 
and above their fixed expenses. 


GREATER REAL BUYING POWER! 


Incomes of Wage Earner families have increased 81% 
more than the cost of living (since 1939). 


Sources: 81S; 
Mocfadden Publications, 


kone Ares a TOW gen When your message is inside the True Story 


ational needs of Wage-Town families. We 
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a. A YOUNG AUDIENCE! 


26 


ft | ~ =D. AHOUSEWIFE AUDIENCE! 


° of Family Behavior Group women readers are house- 
O fo wives. There are 155 children under 18 per hundred 


households; the national average is 115. 


is the median age of its women readers. This is 8 to 12 
years younger than the median ages of women who read 
service magazines, weeklies, or bi-weeklies. 


| 
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C. A VOLUNTARY AUDIENCE! 


o of Family Behavior Group sales are made on newsstands. 
4 %o High newsstand sales mean high magazine vitality. 


Cl. AN EXCLUSIVE AUDIENCE! 
oF x of Family Behavior Group primary households are not 
" 


reached by any (or all) of the four major women’s service 
magazines. 


- 


O% of these homes are not reached by any (or all) of the four 


major weeklies or bi-weeklies. 


Family Behavior Group—it’s inside Wage-Town, U.S.A. ! 


Here’s what the True Story FAMILY BEHAVIOR GROUP delivers: 
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SIRE remembers the man 
He sent written words and pictures 
by radio and created new markets! 


IRE honors John V. L. Hogan for pioneer- 
ing in the field of FACSIMILE, the 
electronic miracle of transmitting and re- 
ceiving written words and pictures 
through the air, which has helped build 
a new world market for many products 
and services. Radio engineers, such as 
Mr. Hogan, in reaching new frontiers of 
achievement, originate the demand... 
then, demand the supply. It is these men 
who are the creative forces in a dynamic 
industry that IRE always remembers. 


JOUN V. Ll. KOGAN, 
recipient of the 
IRE Medai of Honor, 1956 


The Institute of Radio Engineers is a professional Society of 
50,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. All that is history making in radio-electronics is first 
presented, then followed step-by-step in its development, on the 
.pages of Proceedings of the IRE in authoritative articles by the 
men behind these advances. 


IRE remembers the man! Is it any wonder that the men remember 
IRE? Best way to get products remembered, if they are sold in the 
radio-electronics field, is through the pages of Proceedings of the 
IRE for ...if you want to sell the radio industry, you've got to 
tell the radio engineer! 


The 
Institute of 
Radio 
*Engineers 
Proceedings of the 
Advertising Dept., 1475 Broodway, New York 36, N. Y. 


® 
IRE 


‘Angel’ Bails Out 
‘Good Music’ Station 


San Francisco, July 10—KEAR, 
San Francisco’s “good music sta- 
tion,” has been bailed out of its 
financial troubles by David M. Se- 
gal, Denver, president of Mid- 
America Broadcasters Inc., and 
has returned to the air. 

The station’s San Mateo trans- 
mitter was padlocked May 31 after 


failure to pay some $25,000 in| 
withholding taxes. The govern-| 
ment tax liens were paid by Mr. 
Segal, who also will pay $467,500 
for an eight-year lease and ulti-| 
mate purchase of the station, sub- 
ject to FCC approval. 

Under the agreement signed by 
Stephen A. Cisler, KEAR owner, 
the call letters will be changed to 
KOKY. Mr. Segal operates radio 
stations in Greenville, Miss., Ot- 
tumwa, Ia., and Denver. 

“Cultural levels will determine 
the new policy of the station,” Mr. 
Segal said, “and I believe the av- 
erage American is intelligent.” 


ARF Plans County TV Count 
The Advertising Research Foun- 
dation has begun work on individ- 
ual county estimates of television 
households as of the end of Febru-| 
ary, 1956. The report will be based 
on information on tv sets obtained 
in February, at the request of the 
ARF, by the U. S. Bureau of the 
Census. This information will be 
combined with data from the Niel- 
son Coverage Service as of March 
1. The project is being underwrit- 
ten by American Broadcasting Co., 
CBS-Television, National Broad- 
casting Co., National Assn. of Ra- 
dio & Television Broadcasters and 
Television Bureau of Advertising. 
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Here are twenty beautiful Kentucky coeds — all 
competing for the Queen’s crown of Laurel at the 
colorful Mountain Laurel Festival in Pineville. . . 


In a State that’s known 


tuckians look to WAVE-TV for the finest in 


television showmanship. 


for showmanship, Ken- 


Here’s the proof: 


PROGRAMMING: Two 1956 Surveys* show that 
WAVE-TV gets audience preference! 


COVERAGE: WAVE-TV has 66% greater coverage 


than the second Louisville station be- 
cause it has low Channel 3, full power 
and greater tower height (914' above 
sea level)! WAVE-TV serves 2,437,000 
people in 70 mid-Kentucky and 
Southern Indiana counties! 


EXPERIENCE: WAVE-TV was first on the air in 


Kentucky . . . in 1948, Its experienced 
staff has the know-how to make your 
programs — and your commercials — 
sell! 


*ARB Louisville, Feb., 1956 
*Metropolitan ARB, March, 1956 


Advertising Age, July 16, 1956 


Getting Personal 


Firm believers in the Experiment in International Living plan 
are the family of F. Morse Smith, vp, Industrial Equipment News, 
whose daughter Betsy spent the summer of 1954 with a family in 
Oslo, Norway. This spring, 20-year-old Berit Stoltz, daughter of the 
Norwegian family, returned the visit, arriving in Upper Montclair, 
N. J., in time for Betsy’s marriage to Ensign A. Bruce Berquist. 
Betsy is in California, where her husband is stationed, and Berit 
is spending her six months’ “exchange” with the Smiths... 

This column carried the following item in the June 4 issue: Mary 
McClure Freeman, daughter of William Freeman, BBDO vp, and 
Richard Ridge Blackwell of ABC, are planning an early September 
marriage. Our face is red because the item should have said: Mary 
McClure Freeman and Ridge Blackwell of ABC, son of Richard 
Ridge Blackwell, BBDO vp, are planning an early September wed- 
ding... 

James M. Mathes, head of the New York agency bearing his name, 
has been elected to the board of directors of Otarion Inc. (client) 
... William Burnham, sales vp at Transfilm, spent the weekend of 
June 16 racing his way to Bermuda aboard the 48-ft. yaw], Figaro, 
competing in the biennial Bermuda Race for sailboats... 


NAMES BEARDED VETERANS—Five veterans of Haire Publishing Co. pose 
in their beards to commemorate their induction into the company’s 
25-Year Club. Each was presented a gold watch on the occa- 
sion by Andrew J. Haire Sr., board chairman (third from left). The 
five new club members are (l. to r.) Julien Elfenbein, editorial di- 
rector, home furnishings group; Bette Grady Martens, assistant to 
the vp; Louise S. Campe, editor, Corset & Underwear Review; Jack 
J. Dubro, business manager, Housewares Review; and Walter F. 
Becker, business manager, Notions & Novelty Review. 


Suzanne Marcus and Harvey Plastrick, animation cameraman at 
Transfilm, were married in Rochester, N. Y., June 10... 

Eugene Raymond, executive director of the Cigar Institute of 
America, was named Father of the Year at the last meeting of the 
New York Tobacco Table... 

Elliott V. Bell, head of Business Week, has received an honorary 
degree of Doctor of Commercial Science from Pace College for his 
outstanding contribution to American business ...Mae D. Aucello, 
ad and pr director for Suburban Propane Gas Corp., Whippany, 
N. J., has been elected president of the House Magazine Institute... 

James Nelson, manager of programming for NBC-TV’s “Project 
20” series, is representing this country’s broadcasting networks at 
the UNESCO meeting of experts in Paris... 

C. W. Linscheid, who directs the export marketing of Fairbanks, 
Morse & Co., hosted a small wedding party in New York on June 15 
to celebrate the marriage of his younger daughter, Carla, to Paul 
Lerman, a Chicago social worker... 

Richard W. Darrow, exec vp of Hill & Knowlton, New York, was 
one of five Ohio Wesleyan University alumni receiving a special ci- 
tation for continued loyalty and service to the university. Presenta- 
tions were made at this year’s pre-commencement ceremonies... 

The Noyes family is well represented in the Norwich, Conn., Sav- 
ings Society: Harrison C. Noyes, president and co-publisher of the 
Norwich Bulletin and Record, has been reelected a director, and 
Harrison C. Noyes Jr., assistant treasurer of the newspapers, has 
been elected a corporator. . . Paul B. Sweeney, president of the 
Journal, Rockville, Conn., has been elected to the Rockville office 
advisory board of the Connecticut Bank & Trust Co... 

Eric is the name of the first addition to the family of Mr. and 
Mrs. Mort Hochstein. Mort is with NBC’s press department... 
Phillip Ewald, promotion director of The New Yorker, teamed up 
with Gourmet space representative Arthur Miller to win the Round 
Hill annual spring invitation golf tournament... 

Count Robert Jean de Vogue, managing director of the far-flung 
Maison Moet & Chandon champagne business, stopped off in New 
York recently for a cocktail party (champagne, of course) given 
in his honor by Schieffelin & Co., U.S. importer. The count was on 
his way home to Epernay from a visit to South and Central Amer- 

Bill McKenna, vp of Scheideler & Beck, has been elected a 
member of the Rutgers Alumni Assn. executive committee... 

Robert M. Fairbanks, just named merchandising manager of 
KNX, Los Angeles, and the Columbia Pacific Radio Network, be- 
came the father of his third child, Elizabeth Anne, on June 29... 

Seymour Kameny, partner in Kameny Associates, is lending a 
helping hand in heading up the advertising, public relations and 
publishing divisions of the 1956 fund appeal of the Sister Elizabeth 
Kenny Foundation, New York ...The golf duo of Judd Pollack of 
M.P.O. Television Film Commercial Productions and Art Miller 
of Gourmet won the Wee Burn Country Club annual golf tourney at 
Darien, Conn. . . 
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| Ask him if he was 
born on a farm 


Next time you see a salesman who has an outstanding sales reco 
in the South, ask him where he hails from. More than likely, he w i!! 
tell you he was born on a farm. Any salesman does a better job of 
selling the 16 Southern states when he talks the farmer’s language. 
And the reason why is vitally important to you as an advertiser. 


_ The South is predominantly rural in population and trade — far more 
rural than the rest of the country. 85% of the South’s counties are 
rural counties where most of the people live on farms or in rural 
communities of less than 2,500 population. 
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Your advertising in urban media misses most of your best cus- 
tomers in the rural South. Southern rural families read and prefer 
The Progressive Farmer. In the South’s rural counties, The Progressive 
Farmer has more than 2% times as much circulation as LIFE or The 
Saturday Evening Post. 


i 
The Progressive Farmer has been talking the farmer’s language to 
the rural South for 70 years. Added to any list of media which carry 
your advertising, The Progressive Farmer fills a big gap in your 
coverage of the South. 


Responsible for more than one fourth of all U. S. retail sales, 


the South gained 13% in retail sales, 1955 over 1954, as 
i compared to a gain of 8% for the rest of the U. S. 


Big gains in farm income are one reason for the South’s big gains in 
buying power. Farm income in the South today is greater than it was 
for the entire U. S. in 1939. Some Southern states enjoyed their 
highest farm income in history in 1955, with the whole South showing 
a gain over the previous year. 

Leading advertisers recognize the powerful influence of The Pro- 
gressive Farmer in the rural South. More money was invested in 
advertising in The Progressive Farmer in 1955 than in any previous 
year ... and the first six months of 1956 are ahead of 1955. 


| Start now to aim your advertising at the heart of the prosperous South — the 
more than FOUR MILLION rural readers of The Progressive Farmer. Your Southern salesmen 
will tell you The Progressive Farmer is their choice for your advertising. 


| The South Subscribes to 
: & 


| The Progressive 


HUEY, V.P.and Advertising Manager OSCAR M. DUGGER, V.P. and Western Advertising Manager DON CUNNINGHAM, Eastern Advertising Manager Other Offices: RALEIGH 
re ptruinghen 2.» Plows: 842571 Daily News Bidg., Chicage 6 - Central 6-3400 250 Park Ave., New York 17 + Yuken 67520 DALLAS + SAN FRANCISCO 
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Sats ie > am 


cise a 


pappeas: 


in addition to four 4-color wet 
proof presses and 8 precision color 
cameras, wa add a liberal measure of 
old-fashioned craftsmanship. ..they 
are the things that guarantee you top 
quality photoengraving and offset 
plates. Any job that’s important to 
you le worth sending to us. 

*free Van Gogh print, suitable for framing. Send 
your name on your company letterhead. 


a cane 
JAHN & OLLIER 


ENGRAVING CO. 
Photoe ing and Offset plates 


' 817 West Washington Bivd., Chicago, MOnroe 6-7080 


a 


~ 
~ 


Seeeeeeeeeeeeeeeeeeeeeseee 


| Retail (total) .... 
_| Dept. Stores .... 50,849,471 


important part 
of your job 


os Bike... 


ELECTRO. MATIC 
ENGRAVING CO. 
Photoengraving * A Division of J&O 


10 West Kinzie Street, Chicago, DElaware 7-1277 


Advertising Age, July 16, 1956 


Newspaper Advertising Linage 
May, 1956 
Media Records Reports for 52 Cities 


1955 

136,986,160 
52,465,208 
36,696,381 
18,498,548 
3,278,483 
195,459,572 
64,921,341 
260,380,913 


May 
1956 
140,125,012 


Classification 


40,952,189 


May Per Cent 


Per Cent 
Change 
+ 33 
+ 03 
+12.5 
+ 69 
+12.0 
+ 55 
+ 96 
+ 65 


Janvary-May 
1955 
609,138,938 
228,756,002 
156,885,628 
71,888,494 
17,414,966 
+ 3.3 902,110,203 855,328,026 
+ 2.7 309,158,087 282,034,430 
+ 3.1 1,211,268,290 1,137,362,656 


1956 
629,248,736 
229,396,732 
176,526,164 

76,826,492 
19,508,811 


Change 
+ 2.3 
— 3.1 
+11.6 
— 76 
+11.6 


| 
Gene Autry Buys KSFO 

KSFO, San Francisco, has been 
purchased, subject to FCC approv- 
al, by Gene Autry and Robert O. 
Reynolds, manager of KMPC, Los 
Angeles, for approximately $1,000,- 
000. Sale was made by Wesley I. 
Dumm, who has owned and oper- 
ated KSFO since 1933. Autry, who 
has 51% of KMPC stock, will hold 
the same percentage in KSFO, a 
5,000-watt independent station. 


TO TEST YOUR PRODUCT... 
TO PROVE YOUR PRODUCT... 


Turn to Springfield --a fresh, vital, 
growing market. The 11-county 
Springfield market is rich... . it’s 
receptive... it’s diversified with 
agriculture, industry, state and 
Federal payrolls...it’s ripe for 
testing. We supply merchandising 


help, too. 


Dominate this great market with the 


Milinvis State 


Journal and Register 


MM 


- 


COPLE NEWSPAPERS 15 "Hometown" Newspapers covering 
Springfield, Ilinois — Northern Illinois — Greater Los Angeles — and San Diego, California... 
Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


Exhibit Caravan 
Will Tour Campuses 


New York, July 10—A traveling 
business show for college stidents 
will take to the road this fall, 
when Campus Merchandising Bu- 
reau Inc. launches its first Cam- 
pus Caravan. 

Designed to be an “American 
business show for young people,” 
the caravan will be composed of 
35’ trailers with exhibits in- 
side. The caravan will cover the 
country as far west as Colorado, 
stopping in college towns for peri- 
ods ranging from two to five days. 
| There will be two units, one cov. 
|ering the North and one the South. 
About 150 college towns are ex- 
pected to be covered by the two 
sections, both of which will origi- 
nate in Washington, D. C., and 
wind up in New York. 

The caravan itself will be divid- 
ed into three basic sections—ex- 
hibits of companies interested in 
recruiting college seniors as em- 
ployes, exhibits of companies with 
institutional or public relations 
messages and company exhibits 
with an immediate interest in sell- 
ing products or services to the 
college market. 

Campus Merchandising Bureau 
is located at 299 Madison Ave. 


Minneapolis Merchants Push 
Downtown Shopping with Drive 

Minneapolis’ downtown mer- 
chants are fighting back against 
the suburban shopping centers 
with planned, cooperative adver- 
tising. The new Downtown Council 
has begun a year-round promo- 
tional and advertising campaign 
aimed at keeping the public inter- 
ested in shopping in the downtown 
area. The council kicked off its 
campaign with a b&w spread in the 
Minneapolis Sunday Tribune and 
is following up with quarter-page 
ads in the morning Tribune and 
the evening Star. 

The ads are using the themes of 
“There’s More of Everything 
Downtown” and “It’s Your Great- 
est Shopping Center.” The council 
also is stressing off-street and curb 
parking facilities in the downtown 
area. The drive is being conducted 
by a committee of 20 advertising, 
public relations and promotion 
men headed by O. D. Gay, of 
Maurice L. Rothschild-Young 
Quinlan Co. 


know the 
Pittsburgh 


market... 
Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
© Blind Product Tests 
¢ Opinion Surveys 
Market Survey Bureau 


ERNEST E. ENGEL, Director 
2 GATEWAY CENTER, PITTS®URGH 22, PA. 
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Ever try to change 
a Habit? 


Hard thing to do, change a habit. It’s much easier to sell the vast market* of Young Women Under 20 
now than to unsell later when their buying habits are fixed. 
Young Women at this impressionable age are first-time customers for silverware, luggage, 
china, glassware, fine jewelry, phonographs, radios, typewriters—let your imagination 
(and your experience with your own daughter!) complete the list. 
With over 4 billion dollars of their own to spend (plus billions more spent in their behalf), these responsible 
Young Women buy from SEVENTEEN. Example: 41.8% of ALL the 
teen-age girls* in the U. S. have actually purchased from SEVENTEEN advertisements. 
These Young Women live by SEVENTEEN —the magazine that dominates the market. In just 
three issues, SEVENTEEN reaches 75% of all the Young Women Under 20 in America. 
So why try to change a habit later on when it’s so easy to start one now? Manufacturers 
know this—that’s why SEVENTEEN carries 30% more silverware linage than any 
other magazine ...161% more luggage linage than any other magazine! 


*8,000,000 in U.S. today 
12,000,000 by 1965 


it's easier to START a habit than to STOP one! 


©1956 TRIANGLE PUBLICATIONS, INC. SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y.22 + PLaza 9-8100 
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PROCTER & GAMBLE uses the 


SEE-POWER™ 


of Outdoor 


ing 


Advertis 


Put your Advertising Outdoors and Watch America Go Buy! 
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pote Abel Outdoor Advertising | 


Procter & Gamble’s “Blue Cheer” is currently being featured on big Outdoor 
posters in a selection of major markets. Intensity iSretage and length of 
campaign vary in different markets. They include #150, #100, #75, and #50 
showings and run from 5 to 9 months. Sad 


These huge posters in full color attract wide attention, particularly among women 
who see them repeatedly when they go out daily to the many places that keep 
people on the go. Of utmost importance, people see these posters on the way to 
buy—when consumers’ visual advertising impressions are most likely to lead 
directly to their visual selection of products in super markets or self-service stores. 


SALES POWER ... WHERE AND WHEN YOU NEED IT! 


The utmost in flexibility is offered by Outdoor Advertising. Saturation campaign? 
OUTDOOR does it. Nation-wide or regional coverage? OUTDOOR does it. Yes, 
OUTDOOR does it at low cost... Only 15c per 1000 in average national campaign. 
And T.A.B.* Studies show that 93% of people SEE OUTDOOR. Average person sees 
it 22 times per month! Here is SALES POWER you can use! 


*Traffic Audit Bureau 


Poster designed by Savignac for Young & Rubicam, Inc. 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
60 EAST 42nd STREET, NEW YORK 17, N. Y. 
ATLANTA © BOSTON © CHICAGO + DETROIT * HOUSTON © LOS ANGELES 
PHILADELPHIA © ST. LOUIS * SAN FRANCISCO © SEATTLE 


Copyright 1956 Outdoor Advertising Inc. 
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Movie Ads Are 
Worse Than Films, 
‘Pilot’ Complains 


Boston, July 10—The Pilot, of- 
ficial newspaper of the Catholic 
archdiocese of Boston, in an edi- 
torial, has struck out at motion 
picture advertising, calling on the 
film industry to make its codes ef- 
fective in regulating advertising, 
“so that the highly offensive ele- 
ments are removed at once.” 

The editorial was sparked by 
the advertising carried in Boston 
newspapers for the film, “A Kiss 
Before Dying.” 

The editorial stated: “A U. S. 
Senate subcommittee studying the 
effect of motion picture films on 
juvenile delinquency struck pay 
dirt in its comments on film ad- 
vertising. In its investigations the 
committee discovered what many 
observers had long known, that 
present advertising has only the 
remotest connection with the 
meaning of a film, that it usually 
struggles to combine sex and vio- 
lence and that the phrases used 
‘have reached a point close to ob- 
scenity’ in many cases. 


@ “We have had occasion to speak 
about this matter before in these 
columns. The simple dishonesty of 
exploiting a tiny incident in a film 
through lurid advertising is only 
the first of many faults. The sug- 
gestive drawings which may cover 
several columns in the newspa- 
pers put a lurid emphasis on sex, 
indecency, passion and violence. 

“Then the pointed texts which 
accompany the display are calcu- 
lated to excite a curious interest 
‘in the theme of the film, which is 
most often miserably distcrted. 
The total effect of all of this is a 
complete misrepresentation of the 
film, or at very best the exploita- 
tion of some incident in it for its 
own sinister effect. 

“This kind of advertising is, of 
course, insulting to the public. 
But, even more, it is dangerous to 
the immature and young. The 
movie stars are very often the 
most influential idols of the 
younger set, and their actions on 
the screen, not to mention their 
private lives, are considered wor- 
thy of imitation. 

“Small wonder then that the 
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@ BIGGEST pop. gain—18% last 5 yrs. 


® BIGGEST home building boom. Over $7 
Million in new construction in ‘55. 


@ OVER 190 INDUSTRIAL PLANTS. Valve 
of manufactured products in ‘55 over 
$150 Million (est.) 


@ AVERAGE FAMILY INCOME $6,120 
(National ov. only $5,274) 
ILLINOIS FIFTH LARGEST 

NEWSPAPER RETAIL MARKET 


(Excluding Chicago) 


we $147 MILLION SUBSCRIBER RETAN PURCHASES 
we $30 BILLION SUBSCRIBER FOOD PURCHASES 


Da ily Pan ta graph 


BLOOMINGTON-NORMAL, ILL. 


Represented by Gilmon, Nicoll & Ruthmon 


Senate committee finds some link 
between movit.yiolence and ju- 
venile delinquency!.The advertis- 
ing is ever more dangerous than 
the film in this manner at least— 
that it is seen by millions who will 
never get to the movie itself. 


a “There have been codes, of 
course, set to control the indus- 
try’s advertising. But they are ei- 
ther no good in themselves or they 
are being ignored. In either case, 
they might as well not exist in 


their present form. In the mean- 
time the public suffers—and the 
crucial question is how long will 
it last before public indignation 
forces some action which will be 
restrictive. 

“This very week the papers of 
our city—and elsewhere we may 
be sure—are carrying a large, 
shocking advertisement for a film 
called ‘A Kiss Before Dying.’ 
From the title one might expect a 
sentimental romance—the adver- 


tising suggests something quite! 


different. ‘She was going to have 
a baby ... his way out was to 
kill her.’ ‘It happened with every 
girl he met. . . murder.’ 

“This is accompanied by love 
scenes and drawings of a young 
man struggling to hurl a girl over 
a cliff! The preview shown locally 
includes a scene in which a girl is 
kissed and then thrown off a sky- 
scraper. Whatever the film shows 
after all of this is anybody’s guess 
—the advertising itself is a curse 
on the community. 


Advertising Age, July 16, 1956 


“Some people think that the an- 
swer to this is to complain to the 
local papers about the advertising 
they are running in connection 
with films. This surely suggests 
itself as an immediate answer— 
newspaper responsibility could 
clean up much of the problem. 

“But the long range answer is 
in the industry itself. The codes 
must be made effective in regu- 
lating advertising, so that the 
highly offensive elements are re- 
moved at once. If action is de- 
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Decision-makers 
who direct nationwide 
business expansion are 


SOLD 
ON 
SPOT 


Slenderella International 


and its agency, Management 
Associates, are sold on Spot 

as a basic advertising medium. 
Three years ago, Slenderella, with 20 slen- 
derizing salons in metropolitan areas, 
wanted (1) to increase the number of its 
service outlets and (2) to build new busi- 
ness in those already established. 

Spot Radio was decided upon as the basic 
advertising medium! 

Slenderella sent its message directly to 
women via local Radio personalities. To add 
the personal touch, all personalities were 
familiarized with Slenderella techniques 
through actual tours of the salons, and ad 
lib commercials were the rule. 

Results? Lawrence L. Mack, president, says: 
¢ “We've found that Spot Radio is the most 
effective medium to build our service, mar- 
ket by market. 

¢ “We now have 132 salons and expect to 
have 175 by the end of 1956. 

,* “We're living on our success with Spot!” 
Slenderella today spends more than twice 
as much in Spot Radio as it does in any 
other medium. Its advertising budget will be 
increased to make more use of Spot Televi- 
sion, but, says Mr. Mack, never at the ex- 
pense of Spot Radio. 


SPOT SALES 

can build your sales in 

these 15 major markets: 
NEW YORK, WRCA, WRCA-TV * SCHENECTADY- 
ALBANY -TROY, WRGB * PHILADELPHIA, wrcv, 
WRCV-TV © WASHINGTON, WRC, WRC-TV + MIAMI, 
WCKT * BUFFALO, WBUF-TV * LOUISVILLE, WAVE, 
WAVE-TV * CHICAGO, WMAQ, WNBQ ¢ 8ST. LOUIS, 
KSD, KSD-TV * DENVER, KOA, KOA-TV + SEATTLE, 
“ROMO, KOMO-TV * LOS ANGELES, KRCA » PORTLAND, 
KPTV © SAN FRANCISCO, KNBC + HONOLULU, K@U, 
KONA-TV * AND THE NBC WESTERN RADIO NETWORK 


Left to right: ELOISE ENGLISH, Exec. V. P. in Charge 
of Operations, Slenderella International; BARNES 
COMPTON, JR., TV Sales Representative, NBC Spot 
Sales; L. L. MACK, Pres., Slenderella International; 
ROBERT HOWARD, Radio Sales Representative, NBC Spot 
Sales; SUZANNE WELLS, Pres., Management Assoc.; 
JAMES LIEBMAN, Exec. V. P. in Charge of Real Estate 
& Construction, Slenderella International. 


Photo by Morris H. Jaffee. 
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layed, reaction will come from|Ruthrauff & Ryan, has been ap-|the company since | 


outside, and it will be resented. (pointed vp of Advertiser Dealer 
“At the present time, the in-| Services, Hartford, a division of 

dustry, not notably in good health|CSW Plastic Types Inc. Mr. Con- 

since tv has become popular, is nolly will direct sales and service 

committing suicide in its adver-|in the New York sales offices of 

tising program. The usual pre-| ADS. 

sumption, when people attempt | 

self-destruction, is mental unbal- Jones Elected President 

ance. Is that the case here?” Eimer G. Jones has been elected 

president of Window Advertising 

Connolly Appointed VP Inc., New York. He succeeds the 
James J. Connolly, formerly ad- | late Frederick L. Wertz, who died 

vertising production manager of |June 28. Mr. Jones has been with 


been a director since 
G. Holland has been ¢ 
treasurer. 


Sylvania Names A 
Aldon M. Asherm 
assistant advertising 
the industrial chem 
of American Cyana: 
been named ad man 
product divisions 
Electric Products, N« 


responsibility cover: 


(( has;tungsten and chemical, atomic 

‘ames | energy and electronic systems di- 

» and visions. He succeeds Robert Pen- 
\field, who resigned. 


‘an =| Sanders Appoints Andrus 
omerly 
“er of las, publishers’ representative, has 


Joe Sanders & Associates, Dal- 


vision , appointed Scott O. Andrus Jr. sales 

has| representative in the mid-south- 
, four|ern and southwestern states. Mr. 
‘vania| Andrus formerly was with Mc- 


_k. His Call’s and represented Better Liv- 


parts, ing in the same area. 
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ALLEN D. SCHRODT has been named 
director of the promotion, adver- 
tising and research (PAR) pro- 
gram of the American Gas Assn., 
New York. Formerly sales coor- 
dinator of Southern Union Gas Co., 
Dallas, Mr. Schrodt succeeds Otto 
E. Zwanzig, who resigned Feb. 15 
to become general sales manager 
of British Columbia Electric Co. 
Ltd. 


A TECHNIQUE FOR 
PRODUCING IDEAS 


Where do the moneymaking ideas 
come from—these ideas which 
make success novels, radio and 
television programs, moving pic- 
tures, sales campaigns and busi- 
nesses? 

James Webb Young, one of the 
highest paid idea men in the ad- 
vertising business, set out to an- 
swer this question for his students 
at the University of Chicago. The 
result is a little book which you 
can read in an hour but will re- 
member the rest of your life. 

In the simplest and clearest of 
language Mr. Young has succeeded 
in describing the way the mind 
works in all creative people. He 
gives you the formula which they 
consciously or unconsciously fol- 
low in producing ideas. He shows 
you how to train your mind so 
that idea production is, as he says, 
“as definite as the process by 
which motor cars are produced.” 

Enthusiastically endorsed by 
sales managers, editors, college 
professors and students, poets, ad- 
vertising men, salesmen and busi- 
ness erecutives who huve read 
it. Send for your copy of A 
TECHNIQUE FOR PRODUCING 
IDEAS now. Only $1.25 postpaid. 


ADVERTISING AGE 
200 E. Ilinols St, Chicago 11, Il. 


Gentlemen: 
Please send me on 10-day money- 
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THE /NFLUENCE GROUP _ | ‘Lucky Mileage’ Is 


Called Clue to Size of 


OF TOMORROW Thy Car-Radio Audience 


Los ANGELEs, July 10—Want a 


YOUR INSTITUTIONAL STORY should be told - statistical workout? Try this new 


NOW to the 3,000,000 young Americans in 


the ; oa “rating system” developed for de- 
pts termining the size of a radio sta- 


Armed Forces. From among them will come Ameri- “ tion’s car-radio audience 
ca’s potent leaders, as well as the great mass of a — ¢ fof wig Por hate eanirest- 


citizens who wield public opinion. 


ed for “Lucky Mileage,” con- 
ceived by Mike Gold, to be used 10 


To the of ’s ip, as well ae - , Ye times a day as a station promotion 
as the rank and file of tomorrow 's citizenry, present | = et in building cer-radio audiences. 
your story in The TIMES Service Weeklies. They ig “Lucky Mileage” started with 
outsell all other ‘military publications COMBINED y Cromwell Oil as a sponsor. 

2 to 1. Here is where your institutional story will be : Each time it comes on the air as 


absorbed by THE INFLUENCE GROUP 
TOMORROW. 


OF OEY a spot, the announcer reads a four 
digit number, such as 2040. Jf these 
numbers appear as the last four 


ARMY TIMES PUBLISHING CO. 2020 M. St, N.W., Washington 6, D.C. «jk ARDY Tees numbers on the mileage meter in a 


FOREIGN OFFICES: Frankfurt, London, Paris, Rome, Tokyo 


car, the driver can claim 10 gal- 
lons of gas by reporting to the 
nearest Craig or Golden Eagle 
service station within half an hour. 


. ARMY. TIMES, » AIR FORCE TIMES « NAVY TIMES amo] poaia tne sha Saat aif eho 
> USS. COAST GUARD MAGAZINE « 2. [bility, one car in 10,000 would have 


Toledo 
is the 
key to 
the sea 


Ninth largest port in the U. S., 
Toledo is the center of a billion- 
dollar market now. What will it 
be when the St. Lawrence Sea- 
way is completed? Keep your 
sights trained on Toledo, the 
hey to the sea. 


in the U. S. in home ownership 
among cities of its size or larger. 


in Ohio in farm income (ABC 
Retail Trading Zone) and in 
average weekly industrial wage. 


among Ohio’s leading markets 
in automotive, food, drug store, 
home furnishings, liquor and 
total retail sales. 


To open the door to the billion-dollar Toledo market 
you must use the proper key — and that’s the Blade-Times. 
There are no duplicate keys. 


Local marketing assistance is a Blade-Times specialty. 
Write jor your copy of The Toledo Blade 1956 Market Map. 


TOLEDO BLADE Daily ond Suudoy asai TIMES Moxing 


REPRESENTED BY 


MOLONEY, REGAN SCHMITT, Ine. 


Advertising Age, July 16, 1956 


the precise mileage given on the 
broadcast at any specified time. 
However, to allow for the motor- 
ist’s driving distance to the nearest 
station (there are about 100 in the 
Los Angeles area) a leeway of 
three miles is given. Thus a motor- 
ist could win with any one of three 
numbers when he drives into the 
station. 


# With three possible winners, the 
motorist tuned to the station has 
three chances out of 10,000, or one 
in 3,333. If every “Lucky Mileage” 
winner reported within half an 
hour as instructed, it would be as- 
sumed the station had 3,333 car 
radios tuned for each winner at 
the time of broadcast. 

However, Mr. Gold figures, it is 
probable there will be winners who 
for one reason or another cannot 
drive immediately to a specified 
station—perhaps they are on a 
freeway and it is difficult to get off 
quickly, or they may be in a hurry 
and can’t take the time to claim 
the gas. 

Mr. Gold estimates that only 
50% of all winners report within 
the allotted time. On that basis, he 
says, each reported winner repre- 
sents an audience of 6,666. Since 
the promotion began, KPOP has 
produced a daily average of 12.5 
winners on 10 spots per day, or 1.25 
winners per broadcast. On this 
formula, Mr. Gold comes up with 
an estimate of 8,332.5 car-radio 
listeners per broadcast. 

With a total auto registration in 
Los Angeles and Orange Counties 
of approximately 2,000,000 cars, 
85% of which have car radios— 
and a sets-in-use average of 5% 
for all stations—85,000 car radios 
are in use in this area at any 
given time, says Mr. Gold. 

Using this formula, he figures 
“Lucky Mileage” cOmes up with a 
9.8% share of the automobile au- 
dience. 


Lee's President Resigns 

Donald P. Sweetser, exec vp, 
has been named chief executive 
officer of Frank H. Lee Co., Dan- 
bury, Conn., following the resig- 
nation of James B. Lee, president. 
Thomas F. Lee, secretary-treasur- 
er and another member of the 
founding family of the hat com- 
pany, has also resigned. Their of- 
fices remain vacant. According to 
a company announcement, all 
members of the Lee family have 
deposited their stock in a voting 
trust under which they relinquish 
management rights as stockhold- 
ers to three voting trustees who 
were not named. Charles P. Col- 
lins, formerly general manager of 
the Davis & Geck division, Ameri- 
can Cyanamid Co., has been named 
chairman of the board. 


Publishes Awards Book 

A. N. Marquis Co., Chicago, pub- 
lisher of ““Who’s Who in America,” 
has just published “The Blue Book 
of Awards.” The book lists awards, 
prizes and honors made to Ameri- 
cans and Canadians in categories 
such as advertising, business, hor- 
ticulture, literature and sports. 


Let a Nebroska Farmer Print- 
Company estimate, together 
samples, prove 


ute with complete off- 


their work. We can give you 
creative service, too. 


write er call 
Nebraska Farmer 
Printing Co. 
1420 P St. Lincoln, Nebr. 
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Selling with SPORT ILLUSTRATE 


is everybody’ business 


Take your business: 


Whether it’s automobiles, liquor, apparel, toiletries, travel, 
appliances, or whatever—the same basic fact applies to all: 
you’re most likely to clinch sales if your ads are read by people 
who have the imagination to start buying trends and the money 
to back up the imagination. These are precisely the kind of 
people who read SI every week. 


Witness these figures, from a recent national study of SI sub- 
scribers by Alfred Politz, Inc. SPORTS ILLUSTRATED subscribers 
make up one out of every five U.S. families making $15,000 or 


. more yearly. 65% have traveled outside the U.S. (excluding 


war service). 26% have home air-conditioning. 44% belong to 


_ sports or country clubs. 66% are executives, officials or pro- 


fessionals. And so on.* 


Plain to see, these 620,000 families would be nice people to get 
next to. And at only $3,660 per black and white page, you can 
reach them with real frequency in SPORTS ILLUSTRATED. 


*For the entire survey, write Bill! Holman, Advertising Director, 
SPORTS ILLUSTRATED, 9 Rockefeller Plaza, New York 20, N. Y. 


SPGQRIS | 


ILLUSTRATED 


More Than 620,000 Families Who Lead the Full Life 
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The right way ae 
j * , 
BAGS, NOT BUGS— (jaa Phage rien A 
to look at Continental Can | ! 
Co. is helping the @& 
“Keep America a 
i Beautiful” cam- 9 
paign by provid- 


ing each of its 


lf employes with 
ten of these Lit- 
terbags. The wet- 


Realistic facts reveal an ap- strength bags are 
parel po og total at a of $16,571,000 for Atlantic City (that || ™@de specially 
represents a per ec investment 50% greater for use as waste 
than Los fae for Acorn proof for you of Atlantic containers at 
City’s importance as New Jersey’s second metropolitan beach icni 
area. No wonder smart advertisers are netting big sales in ccrattignnsh rabatnte 
this thriving year round market of 140,000 population. areas, parks and 
Fortunately it can be reached by the one paper that really along highways. 
oe ee Se City Press. Are we on With each set 


Atlan r —— , gees 6 tive an + : 
ti City iJ How Sereny’s best oe ot he ea | 


NARDA Tries to 
Eliminate ‘Excess’ 
Phone Book Listings 


Cuicaco, July 10—The National 
Appliance & Radio-TV Dealers 
Assn. has undertaken a program 
to curtail excessive categories in 
classified telephone directories, 
and thus free more ad dollars for 
display ads in the directories. 

“We feel that much of the bene- 
fit dealers could derive from ad- 
vertising expenditures in this ef- 
fective medium is lost to them 
because of money dissipated into 
the prohibitive number of cate- 
gories under which retailers must 
buy listings in order to have their 
products fully represented in many 
areas,” said Don Gabbert, NARDA 
president. 

NARDA is proposing a basic 
group of categories under which 
services and products might be 
listed and recommending that 
others be cross-indexed to the most 
appropriate classification.. This 
suggestion is being sent to all 
manufacturers in the industry and 
io NARDA members. 


Ivan Annenberg Joins 
‘Philadelphia Daily News’ 
Ivan Annenberg, formerly cir- 
culation director of the New York 
Daily News, has 
joined the staff 
of the Phila- 
delphia Daily 
News as a con- 
sultant on prob- 
lems concerned 
with the newspa- 


per’s expansion. 
iS Ma He will devote 
, most of his time 


é to the develop- 
PONTIAC, MICHIGAN . . . $24,527,000 | "= “bee ment of suburban 
PROVIDENCE, RHODE ISLAND 23,359,000 ee fone ae ager ngage 
MEMPHIS, TENNESSEE ... 18,391,000 {culation manager and assistant to 


his father, Max Annenberg. Upon 


PORTLAND, OREGON . . . 17,254,000 the death of his father in 1941, he 
IN DRUG STORE SALES SAN DIEGO, CALIFORNIA. . $26,708,000 (Mori. tae wae a brother 


: . . f the late M. L. Annenberg, own- 
Advertisers get more sales per dollar invested with [or and ct Bee ot the Philedeiph- 
the saturation coverage of the San Diego Union and _|ia Inquirer. His son, Walter, now 
Evening Tribune. Test market facts prove it. Let us went gg Inquirer as editor and 
carr iahed 1936 Sales Management prove it to you, too. 
By adm) mnyh— rebred uct; 7 ne hi Langhorne Named Publisher 


Jack Langhorne, formerly gen- 


Rolland L. Adams, President; Gallagher-DeLisser, Inc., National Representatives. 


¥. nhs a eral manager, has been named 

¢ oO PLEY : : : : publisher and vp of wr 
ee Times Co., Huntsville, Ala. At the 

wi ae SPAPERS re pease si ; ca ge, 4 same time, Roy M. Buchanan, for- 

si ae merly advertising manager, was 


is papers covering = 2 : | : n 
San Diego, California — Hewes al ‘Springfield, Illinois k eenne business manager and 


and Greater Los Angeles . . . oa eS LeBourgeois to Rives, Dyke 


Served by the COPLEY Washington Bureau and the COPLEY News Service : : : Harold J. LeBourgeois, formerly 
REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. Y 0 ate ae 
agency, as an account executive. 
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Connoisseurs among advertisers 


have a No.1 choice, too. 
They invest more money in i+ 
than in any other womens magazine ! 


JOURNAL 


A CURTIS PUBLICATION 
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Another true-to-life story about some make-believe characters 


How to put the sparkle 
on a rusty reputation 


in Chicago 


Back in the better and better days of Emile Coué, knee-high skirts 
and crystal headphone radios, the Potentate-6 had everything! Solid-gold reputation, nickel- 
plated radiator and isinglass side curtains. 

The Van Wert family was the envy of all eyes as peed set forth for a Sunday 


spin in their luxurious, shiny black Potentate. 


And no one was more impressed hate little Aloysius Van Wert III, 
bouncing along in the rough-and-ready rumble seat. 
When Aloysius grew up he went to work for the Potentate Motor Co., eventually became its 
sales manager. Recently he found himself facing a serious 


HOW To SELL/ 
problem—Potentates just weren’t selling. So one day he mentioned his difficulties.,, 


OS 
buying. Then it should be easier for you to decide where to go from there.” 


So here’s what the Tribune question-and-answer boys turned up: Though Potentate 
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was well known a generation ago, not many of today’s automobile buyers are familiar with it. : 
Those wy are, usually associate Potentate with family portraits, lorgnettes 
and high stiff collars. Fa Potentate has modernized its appearance and engineering, 
but its advertising has not created an image of modernity in the minds of the public. 

“Few of today’s automobile buyers are in the dignified, conservative class,” reported 
Joe, “‘Potentate could undoubtedly profit by tailoring the personality of its car Lave) 
to fit the tastes of the big middle-of-the-road segment of the present day market.” 

These findings provided Al with some valuable clues on how best to 
proceed. And we hope this story gives you a clue on how you can put the facilities of 
the Tribune to work for you. 

Nobody knows Chicago like the Tribune. 

Who are your best customers in Chicago? Where do they live and shop, 

why do they buy? \ Fa The Tribune has spent several million dollars to find 
(| NW 4 
out. And all this valuable information is yours for the asking. 
Nothing sells Chicago like the Tribune. 

The Chicagoland market is worth $17.8 billion. Chances are it consumes more 
of what you make and sell than your company could supply. And the best way to sell Chicago 
is to advertise in the Tribune. Does it pay? Just ask advertisers like Pan 
American World Airways, Royal Blue Food Stores, Bond’s, Hudson-Ross. 


People may praise the Tribune, fuss about it or blast it—but ‘ioe é the 


Tribune in Chicago is just like vacationing 


everybody does it. Everybody feels its impact. Seven a of 10 ae in the Chicago 
metropolitan area read the Tribune. That’s more than 3 times as many as get the largest 
national magazine, more than 6 times as many as tune in the average evening TV show. (The 
Tribune’s also read by almost half of the families in 839 midwest cities and towns.). 

So if you want to know something about Chicago, call in a joe 


from the Chicago Tribune and put him to work fining out. 


P. S. Always remember... If you want to SELL Chicago 


TELL Chicago in the Chicago Ciba 
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Two Pie Plates, Tuna Fish Can, Give 
Norge Its New Feature in Washer Race 


(Continued from Page 2) 

of the cage for 48 hours and talked 
to two other automatic washer 
manufacturers. That’s why it cost 
us so much to get him corraled 
again. Tingley won't have to worry 
about money for the rest of his 
life.” 

Norge, like most other manufac- 
turers, has long searched for a 
practical method of injecting li- 
quids into automatic washers dur- 
ing, or just preceding, the rinse 
cycle. 


® “Probably 90% of housewives 
put a conditioner in manually,” 
commented Mr. Sayre, “since it’s 
the only way to gei rid of yellow- 
ing and tattletale gray caused by 
particles of detergent or soap 
clinging to the fabrics.” 

The Dispenser Wheel, according 
to Mr. Sayre, is “astoundingly 
simple,” in principle. It uses the 
action of centrifugal force just as 
the automatic washer does. 

Fitted over the top post of the) 
washer rotor, the wheel consists of 
a cup-like container, into which | 
the liquid is poured, held within | 
another of slightly larger diameter. 
When the washer begins its spin | 
cycle, the Wheel turns with the 
swiftly revolving tub. 

During the spin cycle, centrifu- | 
gal force throws the fabrics 
against the sides of the tub; the 


Authentic, basic 
information on 
every major trade 
and industry! 


Once you see IM’s Annual 
Market Data & Directory 
Number, June 25th, you'll 
never worry again about get- 
ting ‘basic facts about the 
major trades and industries 
in the U.S. and Canada. It's 
all there — authentic, com- 
pletely indexed. 

Yours as part of a year’s trial 
of the IM service. Includes 
monthly copy of IM plus 
annual 556-page MD&DN— 
only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. ilinois St., Chicago 11 
Enter my year's trial for $3. 
My money back any time I'm 
not satisfied. 


STATE. 


© $3 enclosed [) Bill firm [ Bill me 


same force causes the liquid in the 
inner chamber of the Dispenser 
Wheel to spill over the edge and 
into the outer chamber. The bot- 
tom of the outer chamber is punc- 
tured with a series of holes and, 
as the tub slows down and finally 
stops, the release of centrifugal 
force permits the liquid to run 
through the holes and down over 
the fabrics now ready for rinsing. 


® Made of plastic, the Dispenser 
Wheel is standard equipment on 
the new Norge machines. It will 
also be available through dealers 
at $9.25 with an adapter to permit 
its use on older Norge models. 
Mr. Sayre said “somebody in 
our advertising department came 
up with a jingle for the Dispenser 
Wheel, and we may even use it in 
our ads.” The couplet (with no 


apologies to Lever’s Pepsodent) 
goes: 
Good-bye yellow, good-bye 
gray, 
All your lint is washed away. 

Reflecting on his years in the 
appliance business, Mr. Sayre com- 
mented that tougher competition 
in the industry is weeding out 
those companies that “don’t face 
up to the situation. 

“Only the ones that have the in- 
itiative and foresight to meet con- 
ditions head-on will survive. The 
others will fall by the wayside,” 
he said. 

“We've lost the knack of selling 
and rely too much on price. If we 
sold features, we’d be amazed at 
how people would buy.” 


® To stimulate better selling, Mr. 
Sayre says he believes in giving 
dealers something new and differ- 
ent; something that is demonstra- 
ble. He hinted that more such 
features will be forthcoming from 
Norge in the future. 

Looking back 20 years, Mr. 
Sayre recalled the resistance to the 


automatic washer when it was 
brought out by Bendix. 

“Everybody in the business had 
a crack at it, including Norge, and 
they turned it down,” he said. 
“Other manufacturers ridiculed it, 
called it the ‘whirling dervish’ and 
said it rinsed clothes fine but it 
didn’t get them clean. 

“I offered to bet all of ’em that 
within five years after the war 
automatics would outsell conven- 
tional types.” 

Mr. Sayre repeated his forecast 
that by 1958, dryers will outsell 
automatic washers. “They’ve only 
got 8% saturation now; yet, this 
year, our dryer sales are 34% 
ahead of last year, while auto- 
matic washers are 17% ahead. Ask 
the women who've got both which 
they’d keep if they had to give up 
one. ‘Three out of five would keep 
the dryer.” 


= R. C. Connell, Norge sales vp, 
said that a shorter line with fewer 
models is part of Norge’s answer 
to hard-pressed dealers struggling 
with mounting inventories. He 
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thinks the shorter line has a better 
chance on the dealer’s sales floor, 
and Norge now makes three auto- 
matic washers to retail at $159, 
$199 and $299. The dryer line has 
been reduced to four models. Elec- 
tric units retail for $129, $159, $199 
and $239. Gas models are $30 more 
in each case. 


Irving-Cloud Buys Book 

Irving-Cloud Publishing Co., 
Chicago, has purchased the Chi- 
cago Market News from E. H. 
Patterson Co. The Chicago Mar- 
ket News covers the International 
Home Furnishings markets at the 
Merchandise Mart, Chicago. E. H. 
Patterson will continue as pub- 
lisher of the Market News, and 
John Schrock, of Irving-Cloud, 
will be assistant publisher and 
editor. 


Windt Joins Relin Associates 

Robert S. Windt, formerly pub- 
lic relations director of CBS-Co- 
lumbia, has resigned to join Ber- 
nard Relin Associates, New York 
public relations company. 


electronics’ market- pattern does it 


Now you can build your business parallel to its potential! 


Your yardstick for measuring potential . . . territory by territory 
... is the penetration of electronics. 

The pattern of electronics circulation shows you where busi- 
ness exists .. . tells you how each territory compares with all the 
others . . . enables you to spot your salesmen and set their quotas. 

Also... 

We have proved that the number of copies of electronics going 
into any one company is proportional to the use of electronics by 


the company itself. 
Send for electronics’ market-pattern maps... check your dis- 


tribution against your potential. 


electronics 


A McGRAW-HILL PUBLICATION © 330 West 42nd Street « New York 36, N.Y. 
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Baseball on TV 
Made Falstaff 
No. 4 U.S. Brewer 


(Continued from Page 3) 

tv baseball coverage. By 1955, aft- 
er three years with the program, 
Falstaff had moved from eighth 
place to fourth among the brewers. 
Only Schlitz, Anheuser-Busch and 
Ballantine, in that order, were 
ahead, according to the 15th an- 
nual “Brewing Industry Survey” 
by Research Co. of America. Bal-| 
lantine beat out Falstaff by only | 
300,000 barrels in 1955. Falstaff’s | 
1955 sales were 3,653,000 barrels. 

Falstaff’s “Game-of-the-Week” 
telecasts now are carried on 26 
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PITCHING—Here is one of the outdoor posters used by Falstaff to pro- 


mote its Saturday 


cast in major league cities. Sta- 
tions are recruited for the entire 
season (except for WREX-TV in 
Rockford, Ill., which skips the pro- 
gram whenever the Chicago White 
Sox play at home). 

Dizzy Dean and Buddy Blattner 


successive Saturday afternoons by | are co-announcers of the telecast 
107 CBS-TV stations throughout | and have been with the show since 
Falstaff’s safes areas in the south- its inception in May, 1953, when 
ern, north central and western|the first program was telecast 


baseball telecasts. 


S. F. Art Directors Elect 

Alberta Rudolphi, Honig-Cooper 
Co., has been elected 1956-57 pres- 
ident of the Art Directors Club of 
San Francisco. Other new officers 
include Lee Ruggles, McCann-Er- 
ickson, 1st vp; Jack Allen, Holst 
& Cummings & Myers, 2nd vp; 
Herbert Heidinger, West-Marquis, 


states. The program is never tele- 


from Comiskey Park, Chicago. 


secretary, and Wallace L. Som- 
mers, Landphere Associates, treas- 
urer. 


15,000 Ideas 
Brainstormed in 
Year, Says Osborn 


(Continued from Page 3) 
neglected.” 

“By and large we have failed to 
recognize the fact that nearly ev- 
erybody possesses creative imagi- 
nation—at least potentially,” said 
the speaker. “We have failed to 
find wide-scale ways to develop 
this gift of our people.” 

Only recently has it been gen- 
erally realized that creativity is 
teachable, said the advertising ex- 
ecutive. “Only recently has it been 
generally realized that imagina- 
tion can be the key to the solution 
of almost every kind of problem.” 


a By becoming more creative, said 
the speaker, we can provide better 
goods and services for each other 


—with the result of a higher 
standard of living. 

Mr. Osborn pointed out that the 
first part of the institute dealt 
with the teaching of creativity, 
while the second half featured 
brainstorming. He described 
brainstorming as a process by 
which groups of people are organ- 
ized to produce quantities of ideas, 
on specific problems, by means of 
joint and oral ideation. 

Mr. Osborn emphasized that in 
nearly all courses in creative 
thinking, most of the class time 
is taken up by brainstorm sessions. 
It is thus that the students learn, 
through actual practice, how to at- 
tack problems effectively. 


@ The speaker noted that all 
brainstorm sessions, in classrooms 
and elsewhere, strictly abide by 
these three rules: 

1, Judgment is ruled out. Criti- 
cism of ideas must be withheld 
until later. 

2. Free wheeling is welcomed. 
The wilder the idea, the better. It 
is easier to tame down than to 
think up. 

3. Quantity is wanted. The 
greater the number of ideas, the 
more likelihood of good ones. 

Mr. Osborn asserted one of the 
basic principles of brainstorming 
is this: Under proper conditions, 
group ideation is more productive 
than individual ideation. Experi- 
ments have shown that in the 
same length of time, and under 
proper conditions, the average 
person can think up about twice 
as many ideas when working with 
a group than when working alone. 
He added that premature intru- 
sion of criticism tends to inhibit 
the flow of ideas. 


ARF Sets 2nd Conference 

The Advertising Research Foun~ 
dation will hold its second annual 
conference Nov. 29 at the Hotel 
Ambassador in New York. 


the station 
that made 


ROANOKE 


VIRGINIA’S 
NO. 1 
TV MARKET 
73.2% 


station share . 
of sets... (ans) 


WSLS-TV 


CHANNEL 10 
ROANOKE, VA. 
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THESE TOP STORES IN REY MARKETS TIED-IN... 


Alabama 
Birmingham, Blach's; Mobile, Metzger Bros. 
Ari: 


Zone 
Phoenix, Hanny’s; Tucson, Levy's. 


Ce 
» Cotee'es Les Angeles, Silverwood's; 
4: Grodins of Cal.; Redlands, Gair’s: 
San ‘Disse Lion Clothing Co.; San Francisco. 
Moore's, Ltd.; Santa Barbara, Silverwood's. 


Coleredo 
Colorado Springs, Perkins Shearer Co.: Den- 
ver, Cottre 


Connecticut 
Greenwich, Kepple and Kepple; | ators, 
Horsfall's; owed Haven, Besse-Richey Co. 
istrict of Columbia 
Raleigh Heberdesheny. 


Florida 
Jacksonviile, Donaldson's, Inc.; Miami, Bishop's 
Men's Store. 


Atlanta, Muse's. 
Minois 
Alton, Lytton’s; Chicago, Henry C. Lytton & 
Sons; Evanston, Lytton’s; Evergreen Plaza, 
Lytton’s; Joliet, Lytton’s; Oak Park, Lytton's; 
Rock , Stuckey’s; Springfield, Myers Bros. 
Indiana 
Gary, Lytton’s; South Bend, Max Adier Co. 


lowe 
Cedar Rapids, O'Meara Clothing Co.; Clarion, 
Crowe and Sons. 


HUNDREDS OF WINDOWS FEATURED TRUE-ADVERTISED PRODUCTS... 


Kansas 
Prairie Village, Palace Clothing Co. 
Kentucky 
Louisville, Levy Bros. 
lovisiena 
New Orleans, Godchaux's. 


Maine 
i YY Kennedy's; Waterville, William Le- 
vine & Sons. 


Maryland 
Baltimore, K. Katz & Sons; Edmondson Village, 
K. Katz & Sons. 


Massechusetts 
Boston, Kennedy's; Brockton, Kennedy's; 
Framingham, Kennedy's; Haverhill, Kenne- 
dy's; Hyde Park, Kennedy's; Lynn, Kennedy's; 
Salem, Kennedy's; Springfield, Kennedy's: 
Worcester, Kennedy's. 


Michigan 
Detroit, Harry Suffrin; Grand Rapids, The 
Wurzburg Co.; Pontiac, The Hub Clo. Co. 


Minnesota 
Mankato, Fisher Clo. Co.; Minneapolis, Juster 


Bros. tisclesipgt 
Meridian, Alex Loeb. 
Missouri 
Kansas City, Palace Clothing Co.; North Kan- 
sas City, Palace Clothing Co.; Sr. Louis, 
Boyd-Richardson. 


Montana 
Billings, Hart-Albin Co.; Butte, Weins Clo. Co.; 
Great Falls, Andrew Thisted & Sons. 


Nebraska 
Omaha, J. L. Brandeis & Sons. 
New Hampshire 
Manchester, Kennedy’s. 


New Jersey 
Newark, Wallachs; Ridgewood, MacHugh, Inc. 
Ne 


w York 
Albany, Reed's; Brooklyn, Wallachs; Buffalo, 
Kleinhans Co.; Flushing, Wallachs; Jamaica, 
Wallachs; New York, Wallachs; Rochester, 
National Clothing Co.; White Plains, Wal- 
lachs; Yonkers, Wallachs. 
North Carolina 
Winston-Salem, Frank A. Stith Co. 


North Dekota 
Fargo, Straus Clothing Co.; Valley City. Straus 
Clothing Co. 


Ohio 
Akron, M. O'Neil Co.; Cincinnati, H. & S. 
Pogue; Cleveland, Sterling-Lindner-Davis; 
Columbus, Union Co.; Dayton, The Metro- 
politan Co.; Toledo, B. R. Baker Co. 


Oklahoma 
Enid, Newmans; Oklahoma City. Rothschild’s; 
Tulsa, Clarke's. 


Portland, Meier & Frank. 
Pennsylvania 
Altoona, Westfall Co.; Philadelphia, John 
Wanamaker; Pittsburgh, Hughes & Hatcher; 
Reading, Croti & Keck; Scranton, Samter's. 
Rhode Island 
Providence, Kennedy's. 


(and the final count is yet to come) 


South Cerolina 
Columbia, Wright-Johnson, Inc.; Greenville, 
Heyward Mahon Co. 


South Dekotea 
Rapid City, Walter F. White, Inc. 
Caapte 
Lo *s, Inc.; Memphis, Oak 
Mail Co.; Nashville, a Reavis Co. 


Tex: 
Dallas, J. K. Wilson; “Fl Paso, Popular Dry 
Co.; Fort Worth, Washer Bros.; High- 
land Park, J. K. Wilson; Houston, Battel- 
stein’s; River Oaks, Battelstein's; San An- 
tonio, Frank Bros. 


Uteh 
Salt Lake City, Arthur Franks Co. 
Vermont 
Rutland, Wilson Cio. Co. 


Virginia 
Norfolk, Shulman Co.; Richmond, Green- 
tree's; Roanoke, Davidson's. 


Washington 
sa Lundquist-Lilly; Tacoma, Lundquist- 


ee pa. Ad right Co.; Wheeling, 


& Thomas. 


Wisconsin 
Kenosha, Bell Clothing House: Milwaukee, 
MacNeill & Moore. 


Wy 
Casper, Harry Yesness Co. 
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MEN’S WEAR RETAILERS KNOW THE POWER OF TRUE... warp GOODS DEALERS KNOW IT, T00! 
Advertisers know it! Retailers know it! TRUE gets results where they really In April 3100 leading hard goods stores tied in with bas 


count—in the charmed circle of the cash register! 


117* top stores in Key Markets tied in with TRUE’s sensational Father's Day 
promotion because: 


They know the power of TRUE’s all-man, 2 million-plus circulation ! 
They know the influence of TRUE’s style ideas on men who do their own buying! 
They know the proven ability of TRUE to move men and merchandise! 


TRUE's mighty “Let's Go Fishing” promotion!” 

Results ? Spectacular! 

Special TRUE sales aids went to work building excite- 
ment and store traffic! 

Thousands of consumers entered TRUE's unique bass SS 
weight-guessing contest through their local stores! 
Hundreds of important retailers competed in TRJE's 
nation-wide window display contest! And, in many stores, 
sales of fishing equipment hit an all-time high! (Com- 


If you have a product for men, TRUE can help move it out of the store—but fast! For more information about 
TRUE's advertising and merchandising power, write or call John Miller, 67 West 44th Street, New York, N.Y. ve 


‘America’s Number One Magazine for Men 


plete, documented reports available.) 
*To date, 93 of these stores have already signed 
up for TRUE’s upcoming Christmas promotion R 
‘aes 


New York, Chicago, Detroit, San Francisco, Los Angeles 
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' a —f por eh (Continued from Page 2) 
y _. articles redeemable for trading 
transferring a ; Mo cccrcs raccemable for trading 
. : ae j “Far from being new,” Mr. Preis 
A North American Van Lines ‘ ti said, “today’s trading stamps are 
‘“Wife-Approved” move pleases : simply a variation of premium 


is whole ily ... puts him merchandising, which has been 
- fomely - practiced successfully in this coun- 


on the new job worry-free © ' , : try for more than 100 years. B. T. 
and ready to work! , Steer ae aa Babbitt Co.,” he noted, “issued 
nsferred Seve time and Exhibit OM ARP od Grom U ong t 
Why let moving problems bog down transfe: , trouble money on Ex o and Grand Union, the two 
inset North American Van Lines’ complete Sptcchsea tier ck lavas Coren, oldest food chains in the U. S., both 
service—including specially trained packers and = © **## +. in core of Dept. AA-76. depended heavily on premiums in 
handlers, modern padded vans, on-time pickups ' ae Seen dee tae cae ised early 
and deliveries—assures your personnel of the oa r> Seale ania “nets Unieed Cigar a 
happiest move possible! To get all the facts, call ; hulte Cigar offered coupons as 
your North American Van Lines agent today! Pp cash discounts. 
He’s listed under “Movers” in your phone book. ; Ms “The first formal stamp plan,” 
COPYRIGHT 1956, N.A.V.L. Q —e . he said, “was introduced in 1891 by 


North American Van Lines, Inc. World Headquarters: Fort Wayne 1, ind. | the Schuster Stores in Milwaukee. 
le “During the first 50 years, the 


In Merchandising . . . in Advertising . . . nothing catches the eye 
like COLOR! Now, you can capture more attention . . . more sales 
-+. More impact .. . in Columbus and the rich Central Ohio Market. 
Use new, ROP Full Color advertising in the Columbus DISPATCH 
and watch profits grow. Write for information today ! 


Columbus Dispatch 


Read in more than 4 out of 5 Columbus homes daily . . . 9 out of 
10 on Sunday 


WANT FACTS on products, brand popularity and 
market trends? Send for the |0th annual Columbus 
Dispatch Consumer Analysis. 


Advertising Age, July 16, 195 


Trading Stamp Sales in ‘56 Will Top 
$600,000,000, Says Stop & Save’s Preis 


issuance of trading stamps was 
largely confined to small inde- 
pendent retail stores. Shortages of 
merchandise in the two world wars 
retarded growth of the industry. It 
wasn’t until 1951,” Mr. Preis said, 
“that supermarkets began issuing 
trading stamps in volume.” 

The company which Mr. Preis 
heads distributes Triple-S blue 
stamps through Grand Union food 
markets and 2,500 other retail out- 
lets along the eastern seaboard. He 
is also a vp of the Grand Union Co., 
having been associated with the 
chain since 1933. 

The NPSE meeting was held 
here in conjunction with the na- 
tional housewares exhibit, spon- 
sored by the National Housewares 
Mfrs. Assn. 


STAMP PLAN WOULD 
PUSH UNION GOODS 

New York, July 10—Organized 
labor, which includes 18,000,000 
families of union members, is tak- 
ing an interest in inaugurating a 
trading stamp plan for union mem- 
bers. 

Alex Smith, head of Trade Union 
Advertising, national advertising 
representative for 185 labor pub- 
lications, told AA that the matter 
is being seriously considered in 
many quarters of organized labor 
and that a number of labor publi- 
cations are ready to support it. 

The plan originally was pro- 
posed by Elmer Brown, former vp 
of the International Typographical 
Union and currently an interna- 
tional representative of that union, 
Mr. Smith said. 

In a letter printed in Labor’s 
Daily June 12, Mr. Brown pro- 
posed that organized labor utilize 
the current popularity of trading 
stamps in helping promote the sale 
of union-made products. 

He advocated that organized la- 
bor work out a comprehensive pro- 
gram of giving trading stamps with 
all union-made consumer products. 


# Premiums would be offered for 
all union trading stamps turned 
in, and premium stores would be 
organized throughout the country 
for exchange or redemption of 
union stamps. The Brown plan 
proposes that labor unions jointly 
or individually pay the cost of 
carrying out the plan. 

Labor’s Daily points out editor- 
ially that “if the Brown plan, or a 
similar one, were put into opera- 
tion on a grand scale, there can be 
little doubt that it would greatly 
accelerate the demand for mer- 
chandise made under fair condi- 
tions by union members. And to 
include the general public in the 
scheme, as Brown does, would 
make it even more effective.” 


BACON gets CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, i 
Business.” 


BACON'S CLIPPING BUREAU 
4 ¢ hom Gt. ft 50.4. Hin 
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| Tycora Plans Fall Push 
| Textured Yarn Co., Philadelphia, 
_ will launch this fall its biggest 

-| consumer advertising campaign for 

j;sweaters made of Tycora yarn, 
» | which was introduced nationally 
-\on the retail level a year ago. The 


|ad schedule includes Charm, Gla- 


FOR YOUNG PIRATES—Small fry can 
read this poster as “Ho, Ho, Ho” 
or as “water, water, water.” The 
poster for Bennett’s Fix-A-Drink 
will appear this summer on metre. | 
politan transit-station platforms. 
S. A. Levyne Co., Baltimore, is the 
agency. 


Kroger Sales Set 
Six-Months Record, 
Report Discloses 


Cincinnati, July 10—Kroger Co. 
sales are at an alltime high and 


are expected to go higher during 
the remainder of this year, Joseph | 
B. Hall, Kroger president, told | 
stockholders in a semi-annual re-| 


port. | 
Sales for the four-week period | 4 


ended June 16 totaled $115,796,973, | 
highest in the food chain’s 73- 
year history, and a gain of 35% 
over sales of $85,943,593 in the 
same period last year. 

Net income for the first 24 weeks 
this year was $7,995,291, equal to 
$2.15 per share of common stock, 
and an increase of $1,896,065, or 
50¢ a share more than for the 
comparable period in 1955. Net 
worth per common share increased 
$2.29 to $33.51. 

Mr. Hall credited two-thirds of 
the sales increase to Kroger stores, 
and the remainder to sales in as- 
sociated retail outlets, Henke & 
Pillot, Krambo Food Stores, Childs 
Food Stores and Big Chain stores. 

Directors declared a quarterly 
dividend of 50¢ a share on common 
stock, payable Sept. 1; $1.50 on the 
6% first preferred, payable Oct. 1, 
and $1.75 on the 7% second pre- 
ferred, payable Nov. 1. 


WXYZ Inc. Names Five 

WXYZ Inc., Detroit, has pro- 
moted five men and appointed a 
new promotion manager. The new 
appointments include Harold 
Christian, from vp in charge of ra- 
dio, to vp in charge of the mer- 
chandising and research depart- 
ments of WXYZ and WXYZ-TV; 
Harold Neal, from radio sales man- 
ager, to vp in charge of radio; Rob- 
ert Baldrica, from promotion man- 
ager to assistant radio sales man- 
ager, and Robert Baker, formerly a 
producer, to radio studio manager. 
Page Heldenbrand, formerly with 
Hearst Corp., New York, has been 
named promotion manager for ra- 
dio and tv. 


Form ADS Alumni 

Denver alumni of Alpha Delta 
Sigma, professional advertising 
fraternity, have organized a gradu- 
ate chapter designed to encompass 
a six-state area. The area includes 
Colorado, Utah, Wyoming, New 
Mexico, western Kansas and west- 
ern Nebraska. Elected as first offi- 
cers of the group are William 
Challburg Jr., advertising super- 
visor of the Mountain States Tele- 
phone Co., president; E. J. Tallant, 
Galen ,Broyles Co., Ist vp; Brad 
Battey, Mountain States Telephone 
Co., 2nd vp; Ted Shestak, McCoy 
Co., secretary, and Gordon Gorrell, 


Gates Rubber Co., treasurer. 


|\mour, Mademoiselle, The New 


Yorker, the New York Times Mag- 


|azine, Seventeen and Vogue. Cur- 
irently, only five knitwear manu- 


|merly advertising director of Sun- 


facturers have been licensed to 
produce sweaters of Tycora. Hock- 
aday Associates, New York, is the 
agency. 


Hale Joins McQuay-Norris 
Noble H. Hale has been appoint- 
ed manager, advertising and sales 
promotion, of McQuay-Norris Mfg. 
Co., St. Louis. Mr. Hale was for- 


nen Products Co., St. Louis. 


UTDOOR Tia 


Key to the market of men—as big as all outdoors, 


With a paid circulation of more 


than a million, and total readers | 


of nearly 5 million sportsmen, 
the OUTDOCR LIFE market is 
both BIG and responsive! 


OUTDOOR LIFE’s automotive billing for 

’56 is way up over last year’s figure. And 

no wonder! Look at the audience this 
Magazine offers. 


First of all, 97% of OUTDOOR LIFE’s 
readers own cars... 34% of them own 2 or 
more automobiles . . . that makes them dead 
center of the target for new car sales. 


With incomes way above average, they can 
easily afford the latest models. And they 
drive an average of more than 18,000 miles 
a year, so they’re a prime market for new 
cars...sooner than you might expect. A 
ripe market, as well, for gas, oil and tires 
and nearly all automobile accessories. 


Detroit likes this OUTDOOR LIFE market 
and is cultivating it with sizeable invest- 
ments. Full pages, 12 months a year, cost 
jess than $40,000. Where else can you reach 
such top prospects for so little? 


In addition to automobiles, tires and acces- 
sories, sportsmen need and buy lots of 
clothes and shoes... boats and motors.. - 
beer and liquor...cigars and cigarettes 
. +. pipes and tobacco. 


To find out how your product fits into the. 
OUTDOOR LIFE picture, just call one of 
our representatives in any city listed be- 
low. You'll be glad you did. 


NEW YORK © CHICAGO ¢ DETROIT 
BOSTON © SARASOTA @ CLEVELAND 


LOS ANGELES @ SAN FRANCISCO 
PORTLAND, OREGON 
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Frank A. Knight, 
‘Charleston Gazette’ 
Editor, Dies at 48 


CHARLESTON, W. Va., July 10— 
Frank Anthony Knight, 48, editor 
of the Charleston Gazette, secre- 
tary-treasurer of the National 
Newspaper Promotion Assn. and 
a member of the board of the Asso- 
ciated Press, died of a cerebral 
hemorrhage July 6 at St. Francis 
Hospital. He had been in his of- 
fice the day before, apparently in 
good health. 

Born in Chicago, he grew up in 
Canton, O., and attended Witten- 
berg College. He started his news- 
paper cgreer as a copy boy for the 
crusading editor of the old Canton 
Deily News, Don R. Mellett.. The 
paper ended operation after Mel- 
lett’s assassination by a profession- 
al gunman, which led to a political 
and underworld ciean-up. 

In 1926, Mr. Knight became as- 
sistant sports editor of the reor- 
ganized News, and in 1929 moved 
here to take over the sports desk 
on the Gazette. 


@ In 1936 he temporarily left 
newspaper work for: public rela- 
tions with Carl Byoir & Associates 
in New York. Later he became 
publicity director for Henry L. Do- 
herty Hotel Properties in Florida. 

In 1937, he returned to the Ga- 
zette as promotion manager and 
later became assistant to the pub- 
lisher, W. E. Chilton Jr., who died 
in 1950. In the corporate reorgani- 
zation that followed, Robert L. 


Smith became publisher, and Mr. 


Knight was named managing edi- 
tor. He assumed the title of editor 
last year. 

He was keenly interested in pol- 
itics, and served six consecutive 
terms (12 years) in the West Vir- 
ginia House of Delegates. He de- 
clined to stand for re-election in 
1954. He also served as a delegate 
to the Democratic national con- 


of the Managing Editors Assn., a 
member and former chairman of 
the West Virginia Associated Press 
Assn., and a member and former 
president of the West Virginia 
State Newspaper Council. 

He was also a member of the 
Southern Newspaper Publishers 
Assn., American Newspaper Pub- 
lishers Assn. and the National 


FN] Put your 


finger on every 


NATIONAL TRADE 
ASSOCIATION 


One of the best ways to 
get current information 
about “trends” in the 
major trades and indus- 
tries is to keep in contact 
with the national trade 
associations serving those 
fields. The 556-page 
Annual Market Data & 
Directory Number of IM 
gives you a complete list 
of each association, in- 
dexed by field served. 
Published June 25th. 
Year’s trial of Industrial 
Marketing costs just $3, 
includes monthly copy 
plus annual MD&DN. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. Illinois $t., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I’m 
not satisfied. 


STATE. 
O) $3 enclosed [) Bill firm [) Gill me 


Press Club. 


JAMES KRIEGER 
New York, July 10—James 


vention in 1952. 

In addition to the newspaper or- 
ganizations mentioned above, Mr. 
Knight was a member of the board 


Krieger, 67, publisher of Lighting, 
a monthly business paper, died 
yesterday of a heart attack at his 
home in Hartsdale, N. Y. Born in 
Russia, Mr. Krieger grew up in 
Boston. He came to New York in 
1916, and after working on several 
business papers, he became eastern 
advertising representative for Class 
(now Industrial Marketing) and 
Hospital Management, published in 
Chicago by G. D. Crain Jr., presi- 
dent of Advertising Publications 
Inc. In 1921, Mr. Krieger estab- 


Advertising Age, July 16, 1956 


lished Lighting & Lamps, which 
later shortened its name to Light- 
ing. He also published an annual 
Catalog & Directory of the Lighting 
& Lamp Industry. 


CHARLES T. PEARCE 
Toronto, July 10—Charles Tay- 


lor Pearce, former president and 
general manager of A. McKim 
Ltd., now McKim Advertising Ltd., 
died July 2. Born in Strathroy, 
Ont., he entered the Traders Bank 
of Canada in 1888. In 1903, he 


CEILINGS ARE PUT TO WORK 


(above) as part of Whirlpool-Seeger’s 
twenty miles of overhead trolley conveyors 
provides economical, live storage of un- 
finished cabinets at the St. Joseph plant. 
Modern assembly-line techniques (right) 
are used in, the manufacturing of all prod- 
ucts: domestic clothes washers, ranges, re- 
frigerators, home freezers and air condi- 
tioners. A total of 7-1/2 million square 
feet of space is devoted to manufacturing 
in plants at St. Joseph, Michigan; Clyde, 
Marion and Hamilton, Ohio; Evansville 
and LaPorte, Indiana; and St. Paul, Min- 
nesota. 
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became business manager of the 
old Toronto Daily News. He wus 
appointed general manager two 
years later. Y 

He left the Nets in 1915 and 
bought an interest in A. McKim 
Ltd., an. advertising agency. He 
retired in 1944. 


DONALD L. KAUFHOLD 

New York, July 10—Donald 
Leigh Kaufhold, 50, vp of Robert 
E. Wilson Inc., died of a heart at- 
tack July 7 at his home in Old 


“ai 


Greenwich, Conn. Before joining; Vincent’s Hospital July 7 following 


the Wilson agency in 1954, Mr. 
Kaufhold had been vp and sales 


Co. He took degrees at both the 
University of Pennsylvania and 
the school of pharmacy of Western 
Reserve University. 


CONKLIN MANN JR. 

New York, July 10—Conklin 
Mann Jr., 47, president of the 
agency of that name, died at St. 


a heart attack. After he was grad- 


‘uated in 1931 from William & 
manager of the American Ferment | 
Co., a subsidiary of Sterling Drug 


Mary College, he was associated 
with the Travelers and Hardware 
Mutual insurance companies. In 
1947 he joined his father in the 
Conklin Mann Corp. This became 
the partnership of Conklin Mann 
& Son in 1950. Early this year the 
agency returned to corporate form, 
with the son as president and Mr. 
Mann Sr. as board chairman. Two 
other sons also are with the agen- 


cy, Richard, exec vp, and Nathan- 
iel, vp. 


CECIL C. AGATE 

New York, July 10—Cecil C. 
Agate, 68, advertising director of 
the Sonotone Corp., died July 5 at 
his home in Orange, N.J., after a 
short illness. He was a past com- 
mander of the Advertising Men’s 
Post of the American Legion. 

Born in Kansas, he grew up in 
Newark, N.J., and after being 
graduated from Columbia Univer- 


American Machinist 
Spearheads Your Sales... 


at Metalworking plants such as Whirlpool-Seeger where 
94.5% of purchase dollars goes for the machinery, ma- 
terials, parts and supplies needed for production... 


... and as you would expect Whirlpool- 
Seeger Corporation’s purchasing pat- 
tern is typical of most Metalworking 
companies. 


When these purchases are made, you find 
that production executives and engi- 
neers, in Metalworking plants every- 
where, exert the primary influence in 
choice-of-brand. For theirs is the respon- 
sibility to create Metalworking’s multi- 
billion dollar outflow of goods. 


The sure way to establish your brand 
with these men who influence the biggest 
share of purchases .. . to get and keep 
recognition .. . to minimize “pioneering” 
and “cold” sales work .. . is through the 
advertising pages of American Machin- 
ist. 


Preferred by Metalworking production 
executives and engineers—it’s subscribed 
to by over 37,000 of them—more than any 
other Metalworking magazine. 


sity, he became an advertising 
salesman on the old New York 
World. Later he was advertising 
manager of two New York brew- 
eries, Jacob Ruppert and Piel Bros. 
He joined Sonotone Corp. in 1943 
as advertising director. 


ROBERT A. McINNIS 

Derroit, July 10—Robert A. 
Mcinnis, 51, director of production 
for Maxon Inc., died July 5 at 
Harper Hospital after a short ill- 
ness. 
Mr. McInnis was well known in 
Detroit advertising circles and had 
held several offices in the Detroit 
Adcraft Club. He had been with 
the Maxon agency since 1931 and 
prior to that had been associated 
with the old MacManus agency 
here and with the advertising de- 
partment ‘of Chrysler Corp. He 
was a graduate of Michigan State 
University. 


WREX-TVE 


)) ON TOP 


157 to 11 


WREX-TV 
leads in % 
hour periods 
from 6:00 P.M. 
to midnite 


All 48 of tiie top 48 


once-a-week shows are on 
WREX-TVI 


57 of the top 59 


once-a-week shows are on 
WREX-TV! 


All 15 of the top 15 


multi-weekly shows are on 
WREX-TVI 

Facts from tne April 1956 ARB 
Survey prove conclusively thot 
WREX-TV continues to grow in 
favor with the ever increasing 
number of viewers in this 10 
county billion dollar market! 


WREX-TV 


ROCKFORD - ILLINOIS 


channel 13° 


CBS « ABC 
AFFILIATIONS 
represented by 

H-R TELEVISION, INC. 
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Why two magazines to sell the fast-moving $41 billion-a-year spending 
Chemical Process Industries? Why two dynamically different editorial 
directions? Smart marketers will tell you . . . you must concentrate your 
sales-power on two distinct buying groups. First, management at all levels 

in administration, production and research. Second, engineering- 
minded production men . . . who design, construct, operate and maintain 
process plants. Obviously, no single publication can meet the specialized 
editorial requirements of each. It takes both Chemical Engineering and 
Chemical Week to meet the stringent functional-reading specifications 
of processing and management. And sellers confirm it . . . by ranking 
these two McGraw-Hill leaders first and second in advertising volume. 
Together, Chemical. Engineering and Chemical Week carried 108 more 
pages of advertising during 1955 than all other CP! magazines combined! 
But check the facts yourself. Ask your CE or CW representative for 
The CPI Advertising Record . . . or write our research department today. 
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O’Keefe's Names President O’Keefe’s in 1939 as a salesman 

T. E. Arkell has been appoint-|and has held various positions) 
ed president of O’Keefe’s Brew-|with O’Keefe’s and other subsid-| 
ing Co., Toronto. Mr. Arkell joined |iaries of Canadian Breweries Ltd. 
Most recently he was vp in charge! 
of sales of Carling Breweries. 


i 


Ivel Corp. Names Gus Sweer | 

Gus Sweer has been appointed 
an account executive of Ivel 
Corp., Corona, N.Y., display man- 
|ufacturer. Mr. Sweer was former- 
lly with Gardner Displays. 


“INTER- LOCK MARKET” FOR 
PLUMBING 2 HEATING 

AIR CONDITIONING & VENTILATING 

LP-GAS EQUIPMENT © APPLIANCES 

an Our 10th Your « NEEDHAM 92, Mass. 


‘People in this area read and rely on advertising 
in the Roanoke newspapers. More than ever be- 
fore, food retailers are depending on manufac- 
turers to pre-sell their products. The position of the 
Roanoke newspapers in Western Virginia has 
never been more important to advertisers than it 
is today.” 
The Roanoke newspapers dominate the entire 
16-county Roanoke market area. No other news- 
papers have significant cover- 
age in this key market of 


Write for details to: 
WALKER COMPANY 


FERGUSON, 
National Representatives 


THE ROANOKE TIMES 
ROANOKE WORLD- 
ROANOKE. VIRGINIA 


Scott Milliken 
COLOR PLANNERS—These committee members are 
making plans for the first Newspaper R.O.P. Color 
Conference which will be held in Chicago Sept. 
27-28. The conference is jointly sponsored by three 
Chicago groups: The local chapter of the American 
Newspaper Representatives Assn., the Art Directors’ 
Club and the Advertising Agency Production Men’s 
Club. Shown here are Erwin Meissler and James 
Chisholm, Needham, Louis & Brorby; E. E. Kloster- 


, ee ie 

Chisholm 
Sawyer Dennett 
mann, Lake Shore Electrotype; J. Donald Scott, Sco- 
laro, Meeker & Scott; D. B. Milliken, Texas Daily 
Press League; J. H. Sawyer, Sawyer-Ferguson- 
Walker, chairman, and Kenneth Dennett, O’Mara 
& Ormsbee. Other members of the committee are 
Harry King, Chicago Tribune; William J. Schmitt, 
Moloney, Regan & Schmitt; William Sauerberg, 
Ward-Griffith Co., and Harry Borrell, McCann- 
Erickson. 


Klostermann 


TV Time Tests Drink Mix 

Through a few selected brokers, 
TV Time Foods Co., Chicago, is 
testing a new drink mix line 
packaged in the same foil contain- 
ers as its popcorn. No ge Te 
is being done now, though an ad-|,y 
vertising splash might develop 
with a general introduction next 
fall. The line includes both 5¢ and 
10¢ packages, the latter with sugar 
added. TV Time’s agency is Ruth- 
rauff & Ryan. 


Chicago’s Most . 
Popular Daytime 
Show— 


LUNCHTIME LITTLE THEATRE 
12 NOON — Monday thru Friday 


In June, Lunchtime Little Theater hit the top—of 
shows—network or local! 


home. 


low cost program. 
*ARB—June, 1956 


by Chicago Office——441 N. Michigan Ave., Chicago 11 
Eastern Advertising Solicitation Office—220 E. 42nd St., New York 17 
West Coast Only—Edward Petry & Company, Inc. 


High single quarter hour rating—9.9%; high strip 
rating—7.3%; and high cumulative rating—17.4%/!* 


Two “uncles” lead the fun—spiced with favorite Looney 
Tune Cartoons—for the peanut gallery and the folks at 


You'll be happy with the results you get from this power- 
ful, proven show. Ask for details on this high rated— 


Distillers’ Use 
of Magazines in 
‘55 Grew by 15% 


(Continued from Page 2) 
quor advertising decreased appre- 
ciably. Total spending dropped 
from $35,660,817 in ‘54 to $32,- 
774,630 in °55, or 8.1%. This fol- 
lowed a 1.2% decrease in '54 from 
the °53 peak figure of $36,110,- 
244.” 

Parenthetically, Mr. Gavin notes 
that figures are based on approx- 
imately 170 leading urban markets. 


| 
= “There are indications,” he says, 
“that newspapers,: which ‘sold’ 
themselves so successfully to dis- 


‘tillers just after the war by taking) 


advantage of the trend toward re- 
gional marketing of liquors, must 
‘now renew such promotional ef- 


forts. 

“New marketing trends are mak- 
ing their appearance in the indus- 
try,” he says, “and while regional 
and major-market competition re- 
mains and will remain very keen, 
such developments as pronounced 
product diversification, emphasis 
on entertainment themes, extension 
of gift marketing and packaging 
techniques and the. strenuous ef- 
forts of strong regional brands to 
‘go national,’ put other media on an 
equality basis in solicitations to 
liquor advertising managers and, 
in some instances, actually favor 
such other media. 

“The problem, of course, is much 
more serious for newspapers in 
smaller communities than for those 
in top metropolitan markets. In ’56 
and ’57,” Mr. Gavin says, “some- 
thing more than routine solicita- 
tions will be needed by most 
dailies.” 


# Pointing out that the decreased 
newspaper linage figures in °55 
“reflect important market trends 
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. liquor pages, 


Advertising Age, July 16, 1956 


which may be expected to con- 
tinue in ’56 and ’57,” Mr. Gavin 
notes that “liquor advertising 
budgets, while generous in rela- 
tion to gross dollar sales, are not 
unlimited. 

“For instance, the spirit-blend 
linage loss (of $2,846,020) is not 
so much the result of spirit-blend 
sales decreases (slight in °55) as 
it is an adjunct to product di- 
versification and consequent new 
advertising approaches. Top spirit 
blends spent nearly as much in 
the aggregate in newspapers as 
had been spent in ’54. But money 
which previously would have 
been spent on lesser spirit blends 
went elsewhere.” 

However, Mr. Gavin empha- 
sizes that blends continue to form 
by far the most important liquor 
advertising category for newspa- 
pers, with expenditures in ’55 of 
$11,075,350—almost twice that of 
the next category, straight bour- 
ey which amounted to $6,006,- 


The Seagram companies con- 
tinued as the leading liquor ad- 
vertiser in newspapers in ’55, 
with total expenditures of $8,- 
433,300, followed by National Dis- 
tillers with $5,478,900, Schenley 
Industries with $5,098,500 and the 
Hiram Walker companies with 


$2,460,950. 
“As in previous years,” the 
handbook notes, “Seagram 7 


Crown was easily the newspaper 
brand leader with total expendi- 
tures of $2,542,000. Calvert Re- 
serve was second with $1,272,000, 
Old Crow third with $910,000.” 


® Concerning magazines, the hand- 
book reports that liquor ads to- 
taled $27,324,639 in ’55, well 
ahead of '54’s total of $23,762,331. 

“The blended whisky category 
is still the largest user of maga- 
zines, with a 1955 dollar total of 
$5,713,153, compared with $5,621,- 
889 in '54,” the report states. 

Advertising for straights and 
blends of straights in magazines 
last year showed an 8.1% increase 
over '54 for a total of $2,444,474; 
bonded bourbon advertising dipped 
13.7% to $2,958,258; and combina- 
tion advertising of straight and 
bonded whiskies increased 152.2% 
to $3,048,648. 


“The epparent decrease for 


bonded bourbon is illusory,” the. 


handbook notes, “since combina- 
tion advertising was widely used 
in behalf of both bonded and 
straight bourbons. Statistics for 
straights, blends of straights, 
bonded bourbon and combination 
labels should really be consid- 
ered roughly representative of a 
single general, highly active cat- 
egory.” 


s Life and The New Yorker con- 
tinue to lead in revenue and total 
respectively. The 
former had otal liquor advertis- 
ing revenue of $9,458,000 and car- 
ried 307 pages of liquor advertis- 
ing. The latter had total liquor 
advertising revenue of $1,796,000 
and carried 500 pages or liquor 


Distillers Corp.-Seagrams con- 
tinued as the industry’s leading 
magazine advertiser in '55 with 
total expenditures in the medium 
for its various affiliates of $6,962,- 
290, an increase of about $732,000 
over ’54. 

Two National Distillers Prod- 
ucts Corp. brands led all others 
in magazine advertising in *55— 
Old Grand-Dad with $1,234,510 
and Old Crow with $1,198,729. 
Seagram’s Four Roses was third 
with $1,127,344, and Seagram 7 
Crown was fourth with $1,102,- 
695. 

The new edition of “The Li- 
quor Handbook” covers all phases 
of distilled spirits marketing, with 
separate sections on the national 
market, sales by types; consump- 
tion by state and regional areas; 
consumer characteristics; produc- 
tion, packaging, taxes, bootleg- 


ging, price structures and related 


subjects. It also contains more 
than 150 statistical tables and 
charts. 


Sterling Drug Boosts Ad 
Budget 15% to $15,000,000 

The national brands division of 
Sterling Drug Co., New York, has 
increased its 1956 advertising ap- 
propriation by about 15% over 
last year, to a record $15,000,000, 
according to James Hill Jr., chair- 
man of the board. 

At the same time, Mr. Hill said 


that sales for the « -ion’s do- 
mestic proprietary . ucts are 
5% higher for th -irst five 
months of the curre: year than 
for the corresponding 55 period. 
McDonald Appoints Ad Head 

William R. McDor . has been 
named director of ac : rtising and 
public relations of C wn Cork & 
Seal Corp., Baltimore !ie was for- 


merly ad manager 0! ‘he elevator 
division, Westingh: ise Electric 
Corp. 
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INDIANA'S 
BEST BALANCED MARKET 


© High Buying Income 


$357,000,000 Effective Buying Income in this 
rich nine-county market. This represents an in- 
crease of $15,000,000 over 1954 and reflects an 


increase of $23,000,000 in retail sales over 1954. 


Retail sales in the Lafayette market totaled 
$243,000,000 in 1955. 


© Highly Diversified Industry 


Lafayette-West Lafayette is Indiana’s best bal- 
anced market with sufficient diversification of in- 
dustry to smooth out any great peaks or valleys of 
the business cycle. 237 manufacturing plants as- 
sure the advertiser of high payrolls and high pur- 


chasing power. 


© High Farm Income 


12 Indiana counties have a gross farm income ex- 
ceeding $10,000 or more per farm. The Lafayette- 
West Lafayette trading area includes 9 of these !2 
counties. Giver 95 % of all purchases made by these 
Se families are made in the Lafayette 
market. 


© High Bank Deposits 


Bank deposits in the Lafayette market are far 
greater than those of any other comparable |ndi- 
ana market. A record $91,000,000, higher than 
Elkhart, Richmond, East Chicago, Anderson or 
Marion, points out the tremendous purchasing 
power available in this market. 


@ Purdue University . . . A Member Of The Big Ten 


12,000 students and 4,500 employees and faculty members add greatly to the economic picture of this rich 
market. The current $40,000,000 construction program at Purdue will provide facilities for tremendous increases 
in enrollment and expansion. 


Bought and read every day by 100% of the City Zone Families and 65% of the Nine-County Retail Trading Zone 
Families. Daily Circulation 40,116 Total Net Paid—-ABC March 31 or 


Effectively Covered Only by the 
LAFAYETTE JOURNAL AND COURIER 


956. 


COMPLETE MERCHANDISING SERVICES 
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im June or why 
our WET proofs are always DRY! 


Sounds like a damfool remark. But our new central unit 
air conditioner and humidity control allow brilliant color proofs 
to roll off our four color proof presses during the most humid days. 
To you production men this means meeting last minute schedules on those ; 
speedy color jobs that break in the summer. (In the past an 
engraver had high humidity as a legitimate excuse to be late.) 
Now instead of smudgy and inky proofs, you will be assured that 
each day of the year you will receive sheets that will be 
sharp, bright, colorful and dry from 


Hutchings & Melville, Inc. 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


Advertising Age, July 16, 1956 


This Week in Washington... 


Capehart Reverses Pricing Stand 


WasHincTton, July 12—Anti- 
trust specialists could hardly be- 
lieve their ears when Sen. Homer 
Capehart (R., Ind.) went before 
the Senate judiciary committee 
last week to announce he is pre- 
pared to support an amended ver- 
sion of S11, the Kefauver bill, 
curbing a manufacturer’s right to 
meet lower price quotations of 
competitors. 

For half a dozen years, since the 
Supreme Court’s basing point de- 
cision, he had championed unlim- 
ited right to meet competition. 
Now Sen. Capehart, who is up for 
re-election, has had visits from 
grocery and other retailer ——_. 
tions, which contend the un 
right to meet competition provides 
a loophole which enables chains, 
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Here's the business end of a high-powered motoring market you may be 
missing . . . currently wheeling along at the rate of $514-million for gas, 
oil and automotive products. Western Michigan motorists are YOURS .. . 
when you buy WOOD-TV, Grand Rapids’ only television station . . . the 
country’s 18th television market. Ask us to tell you more! 


eh. 


WOOD anv CENTER 
GRAND RAPIDS, MICHIGAN 


WOOD-TV 


GRANDWOOD BROADCASTING COMPANY * NBC BASIC; ABC SUPPLEMENTARY ¢ ASS 
AND TV. INDIANAPOLIS; WFDF, FLINT; WTCN-AM AND TV, MINNEAPOLIS ¢ 


MUSKEGON 
®GRAND R 


OCIATES: WFBM-AM 


REPRESENTED BY KATZ AGENCY 


supermarkets and other big dis- 
tributors to extract price conces- 
sions from suppliers. 

A bill such as Sen. Kefauver’s, 
specifying that the right to meet 
competition does not exist if it re- 
sults in concessions which give 
one retailer substantial advantages 
over another, already has passed 
the House. Now Sen. Capehart 
says he’ll go along, provided it is 
limited to certain trademarked 
items, such as cosmetics and food. 
But he wants to be sure sellers of 
bulk items, such as steel and ce- 
ment, remain free to absorb freight 
if they wish to in order to invade 
remote markets. 

+ ° e 

Stamp Horseplay: House Demo- 
crats retreated sheepishly last Fri- 
day afternoon, after Rep. Wayne 
Hays (D., O.), in a grand political 
gesture, offered an amendment to 
the postal rate increase bill, speci- 
fying that the new 4¢ stamp should 
carry “an engraving of an ele- 
phant with a dollar sign on its 
side.” 

For some unaccountable reason, 
Republicans who had been in com- 
plete control all afternoon, were 
caught off guard. On a voice vote, 
the Hays amendment was written 
into the bill. 

With House aker Sam Ray- 
burn (D., Tex.) frowning on such 
horseplay, Democrats quickly 
agreed to a teller vote. Amid a 
great burst of laughter, three 
Democrats ambled past the tellers. 
Nine Republicans shuffled by to 
register “Nay.” And the embar- 
rassing Hays amendment was de- 
clared defeated. 

. ° @ 

Saving the Frank: Republicans 
were out in numbers to beat down 
an amendment by Rep. Paul Jones 
(D., Mo.) limiting the use of the 
franking privilege in mailing out 
reprints from the “Congressional 
Record.” 

Under the Jones amendment, 
mailings would be free only if re- 
prints were directed to addresses 
in the congressman’s own district. 
Rep. Jones estimated cutting out 
huge nationwide mailings under 
congressional franks would save 
“millions” of dollars annually. 

On a show of hands vote, the 
Jones amendment was nosed out 
104-110. Republicans and Demo- 
crats alike rushed from distant 
parts of the Capitol to save their 
franking privilege. On the teller 
vote, the Jones amendment was 
swamped 18 to 162. 

. « * 

Commercial News: Attorney 
General Brownell’s announcement 
of his new General Motors anti- 
trust case on a sponsored tv pro- 
gram continues to churn up dis- 
cussion. In the Senate this week, 
Sen. Mike Mansfield (D., Mont.) 
denounced “flagrant use of an of- 
ficial position to hoard an item of 
vital news to aid one company in 
selling its products.” On the House 
side, Rep. Charles A. Vanik (D., 
O.) found something symbolic in 
the fact that the program was 
sponsored by Corn Products. He 
too complained that“news has a 
property value, and the distribu- 
tion of it on a private advertiser’s 
television time is a conversion of 
public property in the news for the 
private profit or advantage of an 
advertiser and/or other persons.” 

To which Martha Rountree, pro- 
ducer of the program, commented, 
“Will anybody deny that our 
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words may have changed, 
Jaye the technique remains the same. 
* Better have it typeskilled by Walk. 
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WILLIAM A. DRAPER has been named a 
vp of Burgoyne Grocery & Drug 


Index, Cincinnati. Mr. Draper, 
who recently retired from McCall’s 
after 20 years on the Chicago sales 
staff, will headquarter in a new | 
Chicago office to be opened in the 

Palmolive Bldg. July 16. 


newspapers are supported by ad- 
vertisers?” 
* * + 

Barnes’ Swan Song: Justice De- 
partment’s anti-trust “victories” | 
in the newspaper and periodical | 
advertising business were barely | 
mentioned in the farewell report | 
filed by retiring anti-trust chief 
Stanley N. Barnes just before he) 
left: here last weekend to take his | 
seat on the ninth circuit court of| 
appeals. | 

He reported 29 new cases filed, 
in the first half of 1956, including | 
criminal actions charging that two 
major oil companies, Shell and 
Socony Mobil, entered into illegal 
price-fixing agreements with ser- 
vice stations. 

Most important of the 36 cases 
closed during that period were 
those involving telephone equip- 
ment (Western Electric) and tab- 
ulating equipment (IBM). The 
advertising cases were amaly | 
bracketed along with “other sig- 
nificant cases” settled in the per- 
iod. 


‘Life’ Advances Four 
Merchandising Executives 

Jack M. Richey, formerly de- 
partment store merchandising 
manager, has been appointed as- 
sociate merchandising manager of 
Life, New York. Before joining 
Life in 1955, Mr. Richey was with 
Simmons Co. Life also has named 
three new managers in the mer- 
chandising department. They are 
Strome B. Lamon, formerly Life 
retail representative in Dallas, au- 
tomotive aftermarket manager; 
Patricia A. Neal, previously with 
J. Walter Thompson Co., jewelry 
merchandising manager, and 
Jeanne Randall, formerly with 
W. & J. Sloane, Beverly Hills, 
Cal., home furnishings merchan- 
dising manager. 

David S. Martin, formerly as- 
sistant to the vp of the New 
American Library of World Lit- 
erature, has been named assistant 
to the circulation promotion man- 
ager of Life, in charge of news- 
stand promotion. 


Industrial Publications 
Advances Van Deventer 

John H. Van Deventer Jr., for- 
merly eastern manager of Practical 
Builder, New 
York, has been 
named general 
sales manager of 
Industrial Publi- 
cations, Chicago. 

Mr. Van De- 
venter continues 
as vp and will 
have charge of 
the over-all sales 
of the company’s 
seven publica- 
tions—Brick & 
Clay Record, Building Material 
Merchant & Wholesaler, Building 
Supply News, Ceramic Data Book, 
Ceramic Industry, Masonry Build- 
ing and Practical Builder. 


J. Van Deventer 


7 |son Inc., 
i\the U.S. Elmo C. Wilson, presi- 


International Research 
Expands via Domestic Unit 
International Research Associ- 


We ates, New York, established in 
> | 1945 to carry out research abroad 
'|for American clients, has estab- 


lished a subsidiary, Elmo C. Wil- 
to handle research in 


dent of both companies, said the 
subsidiary was formed so that “we 
may offer our clients complete fa- 
cilities in domestic research.” 
Elmo C. Wilson Inc. will oper- 
ate from Chicago headquarters at 
2225 Winnemac Ave. It will 
use a specially-designed national 
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probability sample 1ouseholds. 
Some 300 supervis and field 
interviewers will 


located in 
key cities. 
' 

‘Time’ Advances 1: ree 
Velma Francis, rmer copy 
chief of Time’s pro... \ion depart-'| 
ment, has been nai: circulation) 
promotion manage: \liss Francis, 
has been succeede: by Seymour) 
Robinson, who was ‘ormerly Eu-| 
ropean manager fo: international | 
promotion. Robert |. aron, former) 
U. S. promotion man. zer for Time 


International, has «ssumed Mr. 


PRINTING COSTS TOO HIGH? 


60 year old AAA1 Illinois printing company with complete letter- 
press and offset facilities including composing room, plate 
making and bindery plus extremely favorable paper sources 
can reduce your costs on all types of printing—broadsides, 
brochures, catalogs, house organs, etc. 
At your convenience, a local representative will be glad to 
discuss your printing requirements with you. 

Box 133 Advertising Age 

200 E. Illinois Street, Chicago 11, Illinois 


Robinson’s European post. 


who 


screened? 


Did they lose detail? Even coarse screen jobs by Superior 
reproduce with clarity and sparkle. Details always come through . . . sharp lines, 


the subtle tones of gentle roundness and blacks with amazing depth. 


We satisfy. . . give us a whirl. 


...call SUperior 7-7070 


DAY & von BB 


LETTERPRESS AND OFFSET PRINTING PLATES SUPERIOR ENGRAVING CO. 215 W. SUPERIOR ST, CHICAGO 10 
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CONSOLIDATED 


Along the Media Path 


Collier’s launched a new section 
on family living in its July 6 
issue. New developments in the 
fields of men’s and women’s fash- 
ions, food, equipment, furnishings 
and beauty will be covered in the 
section. 


e Playboy has concluded a study 
which it says shows it dominates 
the magazine market at the college 
level. The study was made among 
90 magazine outlets at 21 college 
and university campuses. Ten 
magazines were included in the 


published a 32-page golf section 
with 22,000 lines of advertising 
from 114 advertisers on June 20 
as a feature of its own second an- 
nual open invitation golf tourna- 
ment in the Philadelphia area. 


e Holiday is offering resort oper- 
ators a “Resort Round Table,” a 
series of bulletins on proven ad- 
vertising techniques. The bulle- 
tins are designed both for those 
resort, ranch and motel operators 
who prepare their own advertising 
and those who use advertising 


dee ose 
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SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or c news item... We 
read practically all the daily 


study in addition to Playboy. They | agencies. However, bulletins en- 
are Collier’s, Esquire, Holiday,|courage resort advertisers to en- 
Life, Look, The New Yorker, The| gage an agency. 

Saturday Evening Post, Sports 


‘ 


and over 6000 weekly news- 


Illustrated, Time and True. Copies 
of a report on the study are avail- 
able from Playboy, 11 E. Superior, 
Chicago 11, Ill. 


e Family Herald & Weekly Star, 
Canadian rural publication, will 
change to color rotogravure on Oct. 
4, providing editorial and adver- 
tising color throughout the entire 
magazine. 


e The Philadelphia Daily News 


For greater coverage . . 


. it's WBNS-TV . . . number 1 
Station in the Columbus market . . . a market offering great 
effective buying income from “plus” population segments 
such as Lockbourne Air Force Base, Strategic Air Command, and 
many progressive industries and neighboring farm communities. 


Statistics on Lockbourne Air Force Base show: 
a. Millions of dollars spent in Columbus each year 
for Base construction, food, supplies and sundries. 
b. Personnel of 6,436 . . . with a high percentage 
living off the base, in homes of their own. 
¢. Monthly payroll averaging approximately 2 
million dollars. 


Due to its high percentage of tune-in . . . WBNS-TV's - 


e The October issue of Modern 
Photography will introduce a new 
advertising format. All retail ad- 
vertisements will be positioned im- 
mediately following the central 
editorial section. The magazine 
says this new layout is aimed at 
increasing reader attraction by 
permitting it to begin the editorial 
section earlier in the book. 


e Ground has been broken for a 
new $5,000,000 home for the Miami 
News. 


e The Star-Courier, Kewanee, II1., 
also plans a new building. It is 
expected to be completed by 1957, 
and new building and equipment 
will cost about $400,000. 


e@ Fetzer Broadcasting Co., oper- 
ator of WKZO-TV, Kalamazoo, 
Mich., will construct a new tele- 
vision center in Kalamazoo to 
serve western Michigan and north- 
ern Indiana. Fetzer also operates 
WKZO, Kalamazoo, WJEF, Grand 
Rapids, KOLN-TV, Lincoln, Neb. 


e Seventeen and Waverly Fabrics 
have designed and produced a spe- 
cial teen-motif wallpaper and fab- 
ric pattern called “Seventeen.” It 
depicts in stylized patterns the 
items typical in a teen-ager’s life— 
telephone, records, radio, mirror, 
bobby pins, ice cream soda glass— 
and incorporates the figure 17 in 
its motif. Seventeen will introduce 
the fabric and paper to its read- 
ers in the September issue with a 
four-color editorial spread titled 
“Seventeen Heaven.” 


e Time Inc. has established a $2,- 
500 scholarship in honor of John 
S. Knight, of Knight Newspapers. 
The money has been placed in the 
Inter-American Press Assn. schol- 
arship fund. Andrew Heiskell, 
publisher of Life, said Time Inc. 
wished to honor Mr. Knight “as an 
indication of our high regard for 
the role he has played in making 


NEW HOMES—Functional design and plenty of glass seem to charac- 
terize new buildings for two newspapers. Above is an architect’s 


conception of what the new home 


of the Washington Star will look 


like. Ground for the multi-million dollar structure will be broken 
in August and completion is expected in January, 1958. It will con- 
tain 6,000,000 cubic feet of space and six new multi-color Goss 
presses. Below is a photo of the recently completed $600,000 build- 
ing of the Raleigh News & Observer, morning newspaper, and 


Raleigh Times, evening paper. It 


is air conditioned and features a 


recessed driveway. 


tained 664 pages, with 10 separate | 
sections plus a special index to. 
more than 430 pages of product and | 
service advertising. The handbook 


fruit. 


e Glamour is promoting its mer- 
chandising program for advertisers 


will be published annually as a via an “insurance policy.” The “in- 


supplement to Aviation Age and 
will be issued in a standard 7x10” 
format. 


e Sports Afield recently completed 
a survey dealing with the types of 
food items people take along with 
them on fishing, hunting and 
camping trips. The results indicate 
that more than 87% of the out- 
doorsmen questioned take canned 
goods, 78% bring along candy 
bars, 77% take canned meats, 69% 
take flour and 43% take dried 


surance policy” is a brochure in 
the format of a regular insurance 
policy, describing the four mer- 
chandising plans (A, B, C and D). 
Plans A to C are based on adver- 
tisers’ past successful promotion 
practices. For a set price, each 
plan includes blow-ups, hangtags, 
reprints, merchandising letters or 
postcards, magazine copies and 
counter cards. The quantity, spe- 
cific aids and price depend on the 
plan selected. Plan D, available 
only to advertisers running a sus- 


commercials vitally affect the purchasing selections of this 


group, as well as the total WBNS-TV coverage the IAPA a powerful organization 


devoted to improvement of stand- 


area, pom aisle ards of journalism.” 
Lockbourne Air’ Force Base is important OVERAGE 
ss TOTAL POPULATION @ WQXR, the New York Times 
to,Columbus . . . and WBNS-TV is important 1,872,900 ic stati has built i 
: ; a ea as TOTAL FAMILIES music station, has bui t its latest 
to you in reaching this “Plus” market. 556,000 promotion piece around a letter 
TOTAL Vv HOMES from Ralph Gardner, of Ralph D. + 
Photograph courtesy of 500,400 Gardner Advertising, telling how 4 iG L R Al N ED C R A FTS M & N 
Lochkbourne Air wooee %45.2%, ote participation — the “Listening 
Base, Strategic Air Com- tune-in in with Jacques Fray” program has i , 
mand depicting « RB-47 Je station market, increased sales for Unox ham 30% are the key to engraving excellence, that is precision itself—and produce it 
Bomber being refueled by O14 out of 15 Top in the N York and we honestly believe that DOT on-time to meet your schedules. 
tanker aircraft, both Lock- once-a-week ie New +Ork area. are the finest in the country. Whether it’s a simple line cut, or a 


wThey are theroughly familiar with complicated color job... if it’s a DOT 
the most complex engraving processes engraving, it’s as close to perfection as 
. .. aware of the printing methods that human skill and pride of workmanship 
will be used . . . determined to produce | can make it. So, next time, call DOT 
not just a “plate,” but an engraving | ENGRAVERS for complete satisfaction. 


ed ...a familiar 


shows. 
sight in mid-Obio skies. %9 out of 10 Top 


multi- weekly e Voluntary reader mail requests 


are the basis fcr a booklet issued 
by Woman’s Day in evidence of 
reader responsiveness. The intro- 
duction states that since 1937 the 
A&P magazine has handled close 
to 10,000,000 mail requests. Over . 
half a million requests were re- 
— r ceived in 1955. The booklet is ti- | 
i alll tled “The Magazine That Lives.” 


i eee 


shane’ 10 + columbus, ohio 


CBS-TV Network... Affiliated with Columbus Dispatch, General Sales Office: 33 N High Sz, 


Number 2 in “Columbus Market” Series. [(Source Columbus 
Telepulse May 1956) 


INS—TV 4 


REPRESENTED BY BLAIR TV. 


e Conover-Mast has launched a 
new annual technical handbook on | 
aviation research and development. | 
First issue, out last month, con-' 
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taining program, is not confined 
to specific merchandising aids but 
is underwritten to meet the adver- 


tisers’ individual requirements. ‘. — eo 50 a ; 
€ é % ‘ pes mal i - 1956 
@ Redbook has just issued a new 7 i : . % 
41-page market report on the in- “, e se MARKET DATA 
dustry and market for cigarets. It ae  -_ _ NOW AVAILABLE 
points out that young adults ac- ' Aree: ; hae se 5 ect 7 Write for your free copy 
count for more than a proportional ; oy to ; ‘ Es = wae 
share of the cigaret market, and| 7a : a bas Fics 
that they apparently switch cigaret; i : A i “tk ra ee Sm £1 Pras 
brands more frequently than do i A 2 ‘ aj ous ae RM MOPED MEW SP Are 
older smokers. Copies are avail-| @% rs te . MORMNG AO RPMDAY 5 r 
able by written request on com-| (im : ; " = 
pany letterhead to Donald E. West,| "fam FER SAYo PAPAS ES > : El Paso Herald -Post _ 
director of marketing research,|) “fF Bars A SCRPVE-HOWARD MEWSPAIER : 
, wees > ~ 


Redbook, 230 Park Ave., New 
York 17. CHARLOTTE SPECTACULAR—This spectacular sign, reported tiie largest in 
\ : Charlotte, N. C., was erected for Jefferson Broadcasting Co. by 
° en ere nt of nace hom " General Outdoor Advertising Co. at Charlotte’s busiest corner. Sign 
the pe oa prep of pay Pons features clock and temperature indicator. 1 
average about 1,100,000, represent- 
ing an increase of 18.5% over the 
same period last year. 

NBC reports gross billings for 
“Monitor,” its weekend-long radio 
show, were $4,000,000 in the pro- 
gram’s first year. 

Architectural Record carried 
more advertising in the first half 
of 1956 than in any first half in its 
history. It carried 1,633 pages of 
’ advertising in its regular issues 
; and an additional 169 pages in its 
' mid-May special issue, “Record 
| Houses of 1956.” 

The July issue of Town & Coun- 
try shows an increase of 13.5% in 
advertising linage over the July 
issue of 1955. 

Popular Science has reached an 
alltime high in advertising rev- 
enue for the first seven months of 
1956. The January-July period 
shows that Popular Science 
reached $1,809,106, which is 5% 
7 higher gross advertising revenue 
than recorded for the same period 
in 1955. 

In both advertising pages and 
advertising revenue, Look for the 
first six months of this year has 
established new highs for any first 
half in its history. It will carry 
an estimated 787 pages of adver- 
tising, an 8.1% increase over the 
first six months of last year. Ad- 
vertising revenue will total $16,- 
576,000, a gain of 18.1% over 1955. 

Scientific American has con- 
cluded its biggest first half. From 
January through June it carried 
565 pages of advertising, up 48.9% 
over the similar period last year. 

Parade reports an estimated ad- 
vertising revenue for the first half 
of 1956 of $8,571,903 as compared 
with last year’s $6,982,607 for the 
same period—a 22.8% gain. 

Forbes Magazine had a 55% in- » 

crease in net revenue the first six ’ . 
| months of 1956 over the same peri- THE Bi 8. @«.@- 
| od last year. This marks the fifth Nore ae 
consecutive year of advertising Ali ; Ae 

es > en 


gains for the magazine. j 
‘s Practical Builder carried 1,395 + aT. 
pages of advertising during the bed } 
‘ “ASS 
7 


«pow 


on 


’ 
* 


© 


first six months of the year, an in- 
| crease of 70 over the first six J . ‘ 
Agron i ‘i MORE BUYING POWER HERE is 
aren agazine a new ; i 
alltime high in advertising revenue THAN IN ALL OF ALABAMA* . 
for mh ae period, a J i, 
' 9% over ‘ ‘ 
} The June issue of Cosmopolitan, a NOT COVERED BY SAN FRANCISCO 
its “Beautiful Women” issue, car- 
| ried & 19% inerenee tu eGverticing AND LOS ANGELES NEWSPAPERS 
‘ linage over the June, 1955, issue. 
' Revista Industrial, industrial ‘ : 
|. neue thie moving te Latin To tap California’s full sales potential, you need coverage in the big, : 
| American industrial a mountain-ringed inland market. But remember — people here ae _ 
|, Seeees Sees eee their own strong local papers, the three Bee newspapers. Together, 7 
olume for the first six months of > 3 
1956 as compared with the same these three newspapers give you the key to sales in this important . 
t period in 1955. area. & 
ff Advertising volume in Trans- ae 
|. Sertees Peres Bove is Se 2% * Sales Management's 1956 Copyrighted Survey 


the first six months of 1956 over 

the volume carried the first six 
‘| months of 1955. 
# Business Week carried more ad- 
vertising pages in the first six 
months of this year than in any 
other six-month period in its his- 
tory. It carried 2,982 pages of ad- 
vertising, a gain of 208 pages over 
last year. 
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a NATIONAL REPRESENTATIVES . . . O'MARA & ORMSBEE 


LONG BREW—Minneapolis Brewing Co. is using a giraffe and a turtle 
to depict the “long time a-brewing” theme of its Grain Belt premi- 
um beer. The posters appear in the Minneapolis area. Knox Reeves 


Advertising is the agency. 


HEAVY—This weighty promotion piece (35 lbs.) is 
constructed from 21 jars of H. J. Heinz Co. pickles 
(21 varieties). The point of purchase clowns were 
prepared by the Los Angeles Mirror-News for dis- 
tribution to 21 grocery chain buyers in Los Angeles. 


HOUSEWARMING—Among those present at the recent formal opening of National Outdoor 
Advertising Bureau’s new headquarters in New York were Thomas D’Arcy Brophy, 
Kenyon & Eckhardt; Robert Gray, Esso Standard Oil Co.; Gordon Hellman, Television 


BEER BEVY—This walking “Six-Pack” helped introduce 
Cleveland-Sandusky Brewing Co.’s improved Gold 
Bond beer. The girls, wearing 3’ facsimile beer cans, 
were driven about Cleveland in a horse-drawn 


Here Richard A. Speer, Detroit office, O’Mara & 
Ormsbee, newspaper representative, presents one 
of the clowns to Robert P. Taylor, Heinz sales pro- 
motion manager, and W. George Eversman, mer- 
chandising director, Maxon Inc., a Heinz agency. 
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Bond wagon and lunched, in their bathing suits, in 
a different restaurant every day. The brewery re- 
ported a sales jump of 97%. Wyse Advertising is the 


agency. 


Nalani Field 


WARM WELCOME—Nalani, a pretty Hawaiian dancer, busses Palmer 
Field, advertising and sales promotion manager of W. P. Fuller & 
Co., San Francisco, on his arrival in the Hawaiian Islands. In a co- 
ordinated welcome gesture, F. Gordon Chadwick, president of the 
Honolulu Advertising Club, places a lei over his head. Mr. Field, in 
Hawaii in his capacity of chairman of the marketing and sales pro- 
motion committee of the San Francisco Chamber of Commerce, also 
conferred with officials of the Hawaii Visitors Bureau and the Hon- 
olulu Chamber of Commerce about tourist promotion plans. 


Evans 


Bureau of Advertising; Norman H. Strouse, J. Walter Thompson Co.; Gerald Todd, 
Todd & Pearson; Fred J. Evans, NOAB, retired; Joseph P. Braun, K&E; Milton Kieb- 
ler, Benton & Bowles, and E. A. Elliott, Fletcher D. Richards Inc, 
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month after month... 


1512 million’ men and women‘“live by the book” 


...and the book is 


Better Homes and Gardens! 


4,250,000 DELIVERED COPIES EACH MONTH 
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The pages of BH&G are so rich with “how-to-do-it” that 5,750,000 readers clip articles and ads from “‘the book”. Are they 
used? 5,300,000 say they referred to clippings within the past few weeks... to help them live better, eat better, buy better! 


*15,500,000 people read an average issue of 
BH&G. One-third of the 123,800,000 people 10 
years of age and older in the U.S. read one or 
more of every 12 issues. That’s 44,150,000 people 
who read Better Homes & Gardens—and over 
40% of them are men! 


~/ 


during the year... 
1 of America reads 


Better Homes and Gardens! 


Meredith Publishing Company, Des Moines 3, lowa 
*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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AMERICANS 
LOVE ADVENTURE! 


Americans love adventure .. . 
and the development of Memphis’ 
fabulous Negro market is, to 
many, as exciting and promising 
as a diamond discovery in Africa! 
Frankly, WDIA is leading the 
safari with a 50,000 watt trans- 
mitter! 


As industry started moving 
down from the east and utilizing 
local Negro labor, WDIA foresaw 
the development of a tremendous 
Negro market. WDIA increased 
its power to 50,000 watts . . . and 
deliberately set. out to dominate 
this market—io control the buy- 
ing habits of 1,237,686 Negroes 
with a quarter of a Billion Dol- 
lars in their pay envelopes. 


WDIA APPROACH 


New standards of living—new 
social status—-were inevitable. 
And WDIA was the first to recog- 
nize these people—the first to go 
out to meet them, in their own 
idiom, in their own rich voices, 
in their own traditional culture. 
WDIA gave them their own stars, 
their own programs. And WDIA 
achieved top rating from Pulse! 


STAR SALESMANSHIP 


Memphis Negroes believe in 
WDIA and have confidence in its 
performers. They know their na- 
tional brands and accept those 
recommended by their favorite 
stars. Consequently, WDIA sells 
fabulous amounts of consumer 
— and services, from beer to 

us lines. Its national accounts 
include: 


Continental Trailways . . . 
Budweiser .. . Lydia Pink- 
ham .. . Maxwell House 
Coffee ... Ford... Pet 
Milk ... Esso... Halo. 


These national industries find 
-that investment in WDIA pays 
huge dividends. They run up fan- 
tastic sales in a specialized mar- 
ket, virtually untouched by con- 
ventional, generalized methods. 
In fact, no other media is effective 
in this area. Negroes have not 

et learned to read in sufficiently 
awe numbers to feel the influ- 
ence of the press . . . too few own 
television sets to count on suc- 
cessful penetration. Only WDIA 
reaches this enormous audience 
—only WDIA induces this con- 
centrated Negro population to 
buy more goods in specific brands. 


YOUR ADVENTURE 


WDIA presents adventure that’s 
exciting, but safe. The Memphis 
Negro Market is a new financial 
field—but definitely paying off! 
Let WDIA sell your products to 
almost one-tenth of the Negro 

pulation of the United States. 
Write, today, on your letterhead, 
for factual information pertain- 
ing to your business. , ask 
for your bound copy of, “The 
Story of WDIA!” 


WDIA is represented nationally 
by John E. Pearson Company. 


Af 


ent pba A Coacral Menage: 


MAROLD WALKER, Commercal Manages 


fe um os 


Gitt—Warren Moore (left), president of Outdoor Advertising Inc., 
and Bayard F. Pope Jr., vp of Batten, Barton, Durstine & Osborn, 
show the original painting contributed by Steven Dohanos to com- 
munity campaigns in front of the completed poster. More than 2,000 
community chest organizations will use the poster this fall as part 
of their campaign promotion through the cooperation of outdoor 
advertising companies, the Outdoor Advertising Assn. of America, 
and the Advertising Council. The poster was printed by McCandlish 
Lithographing Co., Philadelphia. 
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Minneapolis Radio 
Giveaway War Has 
Tuned Down — Some 


MINNEAPOLIS, June 10—The tug 
of war for radio listeners in the 
upper Midwest has eased a bit, 
but there are indications that it 
isn’t over. 

For weeks the battle, fought 
with cash giveaways by Minne- 
apolis and St. Paul stations, raged 
at a high-dollar level, but now the 
volume of the giveaways has been 
tuned down. 

A couple of stations are contin- 
uing the contests in a minor key. 
Others say the giveaways have 
served their purpose. Some are 
still undecided on whether to re- 
sume offering sizable sums of 
money for listening to their pro- 
grams. 

The two prime movers in the 
giveaway battle, WCCO and 
WDGY, are continuing and hint 
at new promotion gimmicks in 


the works. 


® The big battle started this spring 
and overshadowed the sale of sev- 
eral stations in this highly com- 
petitive market. Before the give- 
aways passed their peak they had 
created traffic jams of treasure- 
hunting listeners, aroused the 
wrath of citizens disturbed by 
phone callers seeking “magic num- 
bers” for prizes, and set off an in- 
dustry argument that still is rag- 
ing among radio men. 

The fight for listeners began 
early this year when WDGY was 
purchased by Mid-Continent 
Broadcasting Co., fast-growing 
Omaha radio chain headed by 
Todd Storz. 

When Storz bought it, WDGY 
ranked far down the list in Twin 
Cities listener ratings. 

But the other Minneapolis and 
St. Paul station operators had 
heard of Storz’ tactics in wooing 
listeners in other cities. They ex- 
amined the methods he used in 
building up KOWH in Omaha, 
WHB in Kansas City and WTIZ 
in New Orleans, then decided to 
use Storz’ own devices in fighting 
his bid for a bigger share of radio 
audiences in this area. 

The result was a free-for-all 
among the stations, with listeners 
being offered cash prizes in a 
score of contests. 


® WCCO, long the dominant Twin 
Cities station, gave Storz the big- 
gest contest competition, but the 
others joined in the fight, too. 
However, most of them dropped 
out long before the peak was 
reached in late June. 

When the dollars had settled, 
WDGY claimed to have moved 
into second place. 


But WCCO, which is owned by 
the Cowles newspapers of Minne- 
apolis and’ the Ridder papers of 
St. Paul, says it gained too and is 
citing a Nielsen survey showing 
its share of the audience rose from 
51% to 51.6%. 


The climax came in June, when 
WDGY announced a $105,000 trea- | 
sure hunt contest. On the eve of| 
its beginning, WCCO countered) 
with a $250,000 giveaway called| 
Cashorama. It ran for the same! 
period as WDGY’s treasure hunt. | 

Both contests were “iffy.” WCCO} 
offered its money in sums of $1,- 
000 to $5,000 if a person called on 
the phone by the station could re-| 
peat a “key phrase” previously an- | 
nounced on the air. The WDGY 
prize was offered in a lump sum 
to anybody who could follow clues} 
broadcast by the station to a bank 
draft hidden within a _ ten-mile 
radius of the station. 

Several times the clues created 
traffic jams and brought pleas 
from the station not to destroy 
property in the search. 


= On the first day of the twin con- 
tests, WDGY rebroadcast the key 
phrases in WCCO’s promotion so 
listeners to the former could have 
a chance at both prizes. That gave 
WDGY’s arch competitor some 
free plugs, for the phrases were 
such words as “WCCO is tops” 
and “3,000,000 northwesterners 


listen to WCCO.” WDGY soon 


abandoned that strategy. 

Larry Haeg of WCCO and Ste- 
phen B. Labunski, new manager 
of WDGY, agree, however, that 
the contests can only attract lis- 
teners and that the station must 
hold them with its regular pro- 
grams. 

“It’s like giving away any other 
product, soap or breakfast food or 
what have you,” says Mr. Haeg. 
“If the customer likes it, he will 
buy. With radio, it is the over-all 
program structure that will build 
and hold an audience.” 

Mr. Labunski scoffs at the idea 
that cash giveaways are an at- 
tempt to “buy” listeners. 

“That’s ridiculous,” he says. 
“People don’t listen if they aren’t 
interested. We just do what the 
listeners seem to want.” 


Lucky Stores Buys Food 
Basket, San Diego Chain 
Lucky Stores Inc., San Leandro, 
Cal., which recently took the lead 
in launching a new trading stamp 
program (AA, June 18), will ac- 
quire Food Basket, a San Diego 
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supermarket chain, through an ex- 
change of stock effective July 20. 
J. C. Ernst, Lucky president, told 
AA his company will exchange 
167,900 shares for all the outstand- 
ing stock of Food Basket. The 
transaction, approved by directors 
and stockholders of both compa- 
nies, involves $2,182,700 based on 
the present $13 bid price on Lucky 
Stores stock. Gerald A. Awes, 
president of Food Basket, and Paul 
Bradshaw, operating director of 
the six-store San Diego chain, will 
continue in the new Lucky divi- 
sion. 

The new acquisition will boost 
Lucky’s annual sales above $100,- 
000,000. Sales last year were $45,- 
000,000. Food Basket sales are at 
$18,000,000 annually. Lucky re- 
cently acquired the Jim Dandy 
chain in Los Angeles, with sales of 
$20,000,000, and merged with Dolly 
Madison International Foods. 
Eight new stores are under con- 
struction, another eight are 
planned, and before 1956 ends 
Lucky will have 65 supermarkets 
operating in California. 
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Signs of 


REFLECTIVE 


SCOTCHLITE bring fast, 


SHEETING 


low-cost Results! 


Thirsty for sales? Then pick the medium that gets tremendously 
high readership and remembrance at lowest cost—brilliant, colorful 
highway signs of SCOTCHLITE Reflective Sheeting! Recent cost- 
-thousand studies have proved that signs of SCOTCHLITE 
eeting are your best advertising buy! For a demonstration of 
the 24-bour-a-day salesmen, write Minnesota Mining & Mfg. Co., 
Dept. AA-7166, St. Paul 6, Minn. 
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“SCOTCHUTE” Reflective Sheeting is a 
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rk of Min Mining & Mfg. Co. 
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for national advertising 


There is one practical way to match letterpress standards 
of color reproduction in gravure. This is to apply 

the same basic know-how, skill, and methods used in 
fine letterpress photoengraving to gravure. Nearly a 
quarter-century of successful experience in setting 
America’s highest standard of letterpress reproduction 
supports our Gravure Division which is specialized for 


making and proving gravure positives for 


national advertising. 


When you think of gravure for 
national advertising, think of CM&H 


COLLINS, MILLER & HUTCHINGS, INC. 
333 WEST LAKE STREET AT WACKER DRIVE © CHICAGO 6, ILLINOIS 


AMERICA’S FINEST PHOTOENGRAVING y" FOR LETTERPRESS AND GRAVURE 
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Disneyland Marks First Birthday: Scores 
Hit with Advertisers and 3,700,000 Visitors 


Cuicaco, July 11—The first year 
of operation for Disneyland, the 
$17,000,000 entertainment center in 
Anaheim, Cal., and the 49-odd 
companies that pay hefty premiums 
to the park to maintain exhibits 
there, apparently has been a suc- 
cessful one. 

Jack Sayers, chairman of the 
park’s management and operating 
committee, told ADVERTISING AGE 
that expansion plans are in the 
offing for both the park and some 
of the companies. Mr. Sayers was 
here to attend the Exhibitors Ad-| 
visory Council’s seventh annual) 
clinic (see separate story on Page| 
2). 

“Everyone, including all our al 
vertisers (exhibitors), is very hap-| 
py with the way things have gone | 
this first year,” Mr. Sayers said. | 
“All exhibits have been successful | 
and well attended. We found that 
education and entertainment can_ 
be combined quite successfully.” 

All the original advertisers are 
still around, and there is a waiting 
list of companies wishing to open! 
exhibits. Talks currently are un-| 
der way between park officials and 
four companies. AA also learned 
that a large industrial company 
will join the exhibitors next year. 


| 


s Following are some facts dis- 
closed by Mr. Sayers that might 
prove to be of interest to future 
Disneyland advertisers: 


e Attendance at Disneyland the 
first year will hit 3,700,000. 


e About 90% of the persons who 
visited the park are from white. 
collar and skilled-labor families 
“or better.” 


e The ratio of visitors is three | 
adults to one child. Nearly 50% of | 
the visitors come from states other | 
than California. The average age | 
of the men, 37; of women, 36. 


e Kaiser Aluminum & Chemical 
Corp., Oakland, Cal., reported that | 
during one week 75,600 persons | 
went through the company’s ex-| 
hibit. Figures also show, for ex- | 
ample, that 75% of the total at- 
tendance for the year visited the 
Monsanto Chemical Co. exhibit. 


s Mr. Sayers told AA that the 
park has spent an additional $2,- 
000,000 on expanding ride facili- 
ties since the park opened. The 
park now has a capacity of 280,- 
000 ride units, compared with 
160,000 ride units when Disney- 
land opened last July (AA, July 
25, 55). 

“The expansion program has in- 
creased the flow of traffic and has 
reduced the fatigue element,” Mr. 
Sayers said. “People used to spend 
an average of four hours in the 
park, because they had to stand in 
line to see the limited exhibits. 
Now they stay longer and see more 
things.” 

Other major additions to the) 
park are under study, Mr. Sayers. 
said. He pointed out that there is | 
adequate vacant land for such ad- 
ditions. One of the new projects, 
a hall of science, is on the drawing 
board. r 

“For example,” Mr. Sayers said, 
“Monsanto has big expansion plans 
and hopes to erect an all-plastic 
‘House of Tomorrow’ in the near | 
future. Carnation Milk plans to) 
build an outdoor garden plaza for 
picnicking and dancing. Frito Co., 
which now runs a Mexican res- 
taurant, plans to build a much 
larger one. 


2 “We expect to gross $7,300,000 
the first year from rides, admis- 
sions and souvenirs,” Mr. Sayers 
said. “Disneyland also will collect 
another $1,400,000 from the ex- 
hibitors and advertisers. In addi- 
tion, the park will get more money 
from 90% of the licensees, who 
will pay on the basis of surplus 
sales instead of on a square foot 
basis.” 


Mr. Sayers mentioned a unique 
dealer-relations program that has 
been conducted by Pendleton 
Woolen Mills, of Portland, Ore. 
Pendleton operates a general store 
in Frontierland in which goods 
made by the company are sold to 
visitors. 

When a customer buys an item, 
he is asked where he lives. He is 
then presented a list of stores in 
his home town that carry Pendle- 
ton products. He is asked to select 
a store, and Pendleton then mails 
that store a check for profits on 
the sale. 

“Almost all of the vistors like 


Disneyland and 9% said they 
would recommend t'- park to their 
friends,” Mr. Sayer. -aid. “All the 
polls we conductec «so indicated 
that the public like: .!) of the ex- 
hibits. For example. \\onsanto dis- 


tributed 2,000,000 »:mphlets this 
past year, and our - .cepers have 
been unable to ‘ind any lying 
around the park.” 


Book Gives Vogue Faces 

A new 56-page b oklet is avail-| 
able which shows the Vogue fam- 
ily of type faces produced by 
Intertype Corp. for use on line 
casting machines. Copies of “Inter- 
type Vogue” may be obtained from 
the sales promotion department, | 
Intertype Corp., 360 Furman St.,) 
Brooklyn. 


How to Get Things Done Faster and Better 


The BOARDMASTER Visual 
Control gives you Graphic Pic- 
ture of your operations at a 
glance. You see in seconds how 
te save time and money. 

Over 60,000 organizations 
are using this simple, flexible 
tool to get things done. Ideal for 
scales, inventory, production, 
i traffic, etc. Type or write on 
| cards, sneps in grooves. Made 
of metal. 


with cards 

2 Ulustrated 
BOOKLET Ne. ¥-600 

| Wiheut Obligation 


rite or Wiscensin 17-8444 
GRAPHIC SYSTEMS, SS West 42nd St., 


New York 36 


Now Ready — | 
METROPOLITAN NEWSPAPER ANALYSIS, 1956 . 


e Only single combined source of newspaper coverage 
and market data for all 260 metropolitan county areas. 
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@ Covers all daily and Sunday 


and Supplements. 


@ Market Data based on 1956 “Sales Management 
Survey of Buying Power”. 

@ Estimated cost for individual firm to 
reproduce this information—$5,000. 
Available to you for only $50 per copy. 


@ Order your copy today! Use coupon at right. 


NEW IMPROVED EDITION 


produced by Chicago Agency Group for Media Research 
... to meet the needs of agencies, manufacturers, space representatives 


Se 


TO: Mr. C. E. Bolgard, Chicago Agency Group 


¢/o Wherry, Baker & Tilden, Inc. 
919 North Michigan Avenue, Chicago 11, lilinois 


Please send us a copy of your 1956 “Metropolitan Newspaper Analysis”, at 


$50.00 per copy. 

(0 Our check is enclosed. C) Please bill our agency. DDO isiccrictelensinies 
AGENCY 
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«++ Move masses 


LOOK LISTS TIE-INS BY NAME 
IN ADVANCE OF EACH PROMOTION 


Since retailers must request participation in LOOK’s 
programs, LOOK fully documents all participations 
in its storewide promotions. | 


This documentation is a valuable tool for advertisers. 
For LOOK makes available lists of tie-in stores in 
advance of each promotion, enabling advertisers to 
fully exploit the event with their own sales forces. 


... Sell style 
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WHAT OTHER MAC AZINE 
CAN MATCH THIS RECORD | . 


OF RETAIL COOPERATION? 


...1n the first 6 months of 1956, 


a 
° + . 
OOO storewide tie-ins 
“ 
| ere devoted to 
a 
% @ LOOK ALONE OFFERS the varied and vigorous selling themes and =| "se 
« materials that stimulate thousands of retailers to devote their own : SPECIAL LOOK MARKETING EVENTS 
time, money and store space to major storewide promotions. : xiggis a tea : oa 
Title of Number of “fp : 
a6, = Classification 
@ LOOK GETS THE WHOLEHEARTED COOPERATION of the big-vol- : a crits a 
ume retailers over and over again. In the first six months of 1956, = APPLIANCE ork Mother’ 3900 store kits bought 
tie-ins included one out of every four drug chains . . . food stores | automotive Anowol Avtomobite sehen 
doing 26% of the nation’s food business . . . department stores : — ROTTER) 
‘i ° " Be Su 4200 store tie-ins, includ- = 
like Bullock’s, B. Altman, Higbee Co., Dayton Co., Wanamaker’s, fences Starts Here | ing one out of four chains © 
J. L. Brandeis, H. & S. Pogue . . . and thousands upon thousands : sipeiiile Bi olen E ebinminateaen a 
of menswear, appliance and jewelry stores. : 
| FOOD Plas BE 12,000 stores 
: the Pantry : 
@ IF RETAIL ACCEPTANCE IS IMPORTANT in your ad planning, —§ © |: iptables 15,000 stores 
study the opportunities at LooK. Because LooK works closely with : Si Rape nr aerey Sie : . 
“4 iat” : 
the big retailers . . . has a well-earned reputation for creative mar- | a Valentine G | 
; . . bs . . - / Pom 
' keting programs at the retail level... — gets enthusiastic dealer onside | Give Him a Ut With 1500 stores 
: cooperation for your own sales organization. 
Father's Day 
Famous Gifts 1,700 stores # ; 
@ LOOK’s BLACK AND WHITE PAGE RATES are 31% less than Life’s, a ae = 
17%.less than Post’s. And Look has the retailer acceptance that | | oF 
means extra sales. You can be sure, if your retail program is sound, é 
that advertising in LOOK will help secure the dealer cooperation is 
you want. ¥ 


a creative force in modern marketing 
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Friends, Foes of Postal Rate Bill 
Play ‘Beat the Clock’ in U.S. Senate. 


(Continued from Page 1) 
mand that the rate increase bill 
be approved without further hear- 
ings. 

The odds seemed to be against 
Mr. Summerfield, as Senate lead- 
ers talked hopefully of adjourning 


in about two weeks. Nevertheless, | 


his success in ramming the bill 
through the House, despite the 
strong opposition of the majority 
leadership, prompted opponents of 
the bill to express fresh respect 
for the Postmaster General’s skill 
as a political strategist. 


® Many of the publishers who are 
asking to be heard point out that 
their industry has not had an op- 
portunity to discuss the impact of 
the 120% increase on advertising 
matter and 30% increase in read- 
ing matter which was written into 
the bill by the House committee in 
place of the 30% increase recom- 
mended by Postmaster General 
Summerfield. Other mailers say 
they passed by the opportunity to 
appear before the committee be- 
cause they did not realize the bill 
was likely to pass this year. 

In a letter to users of direct 
mail, Harry J. Maginnis, executive 
manager of Associated Third Class 
Mail Users, said he had not ad- 
vised mail users to appear before 
the House post office committee, 
“because witnesses who appeared 
before the House committee in 
opposition to the bill could expect 
a rough time of it. 

“It need not be that way in the 
Senate,” he said. “I can assure 
each and every member that all 
witnesses before the Senate com- 
mittee will receive a courteous 
and careful hearing. There is no 
likelihood that the Senate commit- 
tee sessions will degenerate into a 
one-sided Summerfield sideshow. 


a “If you know that your busi- 
ness and the segment of the econ- 
omy in which it falls will suffer 
through the imposition of higher 
postal rates, the Senate committee 
members will want to hear your 
testimony. Many of them feel it is 
high time that the myth that the 
Post Office is a business, pure and 
simple, be destroyed once and for 
all.” 

Under the administration whip, 
only four House Republicans vot- 
ed against the postal bill in the 
showdown last Friday. There were 
39 Democrats—37 of them south- 
erners—-who voted with the Re- 
publicans, to provide a majority 
of 217 to 165. 

The crucial vote came on the 
Moss amendment to strike out a 
section providing for a 4¢ rate on 
first-class mail. House post office 
committee Chairman Tom Mur- 
ray (D., Tenn.) said this was the 
backbone of the bill and added 
that the bill would be “destroyed” 
if this amendment were adopted. 


@ Despite the fact that House 
Majority Leader John MacCor- 
mack (D., Mass.) took the floor to 
support the Moss amendment, the 
increased first-class rate was ap- 


Rep. Gardner R. Withrow (R., 
Wis.) reported, fewer than 100 
have mail circulations over 250,000 
copies, and fewer than 30 have 
circulations over 1,000,000. 

“While we may intend to raise 
the rate on The Saturday Evening 
Post, we may be striking out small 
|magazines published all over 
America,” he declared. 

While all publications will try 
to increase their advertising rates, 
he explained, there is no certain- 
ty advertisers will increase their 
budgets. “So if postal rates go up 
and advertising budgets do not in- 
crease, then those who are adver- 
| tisers will eliminate smaller mag- 
|azines from their advertising 
| budgets, continue their expendi- 
|tures in big magazines and big 
|mewspapers and centralize even 
/more bigness in publishing.” 
le In his appeal for the House to 
beat down the Moss amendment 
taking first-class out of the bill, 
Rep. Murray exclaimed, “Our com- 
mittee has spent six weeks in 
holding hearings on this bill. If 
;you support this amendment, it 
will mean the end of the bill. Do 
you want the committee next year 
to go through six weeks of hear- 
ings? Next year there will be fur- 
ther increases in costs, increases 
in the cost of transportation of mail 
and salary increases. I appeal to 
you to have sympathy for the com- 
mittee and go ahead and vote this 
amendment down.” 


NOW PARCEL SERVICE 
IS ‘CHEAPER THAN MAIL’ 

New Yor«, July 12—A nation- 
wide delivery service at rates 
competitive with parcel post was 
announced yesterday by the United 
Parcel Service. 

The new service will employ 
airplanes to link present ground 
delivery facilities. United now pro- 
vides home delivery of retail store 
packages in 15 major metropoli- 
tan areas. 

At the beginning, service will 
be to 100 delivery points in Cali- 
fornia, Indiana, New Jersey, IIli- 
nois, New York and Chicago, ac- 
cording to company officials. 

A United. spokesman said the 
service is designed primarily for 
packages averaging less than 10 
Ibs. The cost of shipping a 10 Ib. 
package by United from Los An- 
geles to here would be $1.91 in- 
cluding insurance for $100, com- 
pared with $2.05 and only $10 of 
insurance for parcel. post, the 
spokesman said. 


KFAB Boosts Bremser 

Lyell Bremser, with KFAB, 
Omaha, 17 years, has been named 
general manager of KFAB Broad- 
casting Co. He succeeds Harry 
Burke, who has resigned .(AA, 


July 9). George Haskell, formerly 


public service director, has been 
named assistant to the manager. 
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; Fabulous Formula Diet 
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DIETARY DELIGHT—Corn Products Refining Co. used this newspaper ad 
to urge consumers to use its version of the Rockefeller Institute diet. 


Corn Products Refining Uses Newspapers to 
Push Close Fit of Its Products, ‘LH]’ Diet 


New York, July 11—Once in a 
great while, an advertiser is 
handed a ready-made promotion 
on a silver platter. Corn Products 
Refining Co. was in just such an 
enviable position this week, thanks 
to the Ladies’ Home Journal. 

The July LHJ, which has been 
on newsstands for a couple of 
weeks now, features a report on a 
“fabulous formula diet” developed 
by the Rockefeller Institute for 
Medical Research. 

Followers of this diet reduce by 
drinking only 20 oz. of a special 
formula each day. This formula is 
a mixture closely approximating 
the proportions of protein, fat and 
carbohydrate in human breast 
milk. ¢ 
Dieters interested in peeling off 
a lot of poundage need not take 
anything else during the day, with 
the exception of a multiple-vita- 
min supplement. The 20 oz. can be 
divided into six equal portions and 
distributed throughout the day. 

Corn Products gets into the pic- 
ture because the formula can be 
made with two of its products— 
Mazola and Karo. 


s The formula, “a typical day’s 
reducing diet (approximately 900 
calories) ,” contains six tablespoons 
of dextrose, 10 oz. of evaporated 
milk, 1 oz. of corn oil and 8 oz. of 
water. And that’s all. 

For the dextrose, one can sub- 
stitute three tablespoons of Karo 


luse Mazola, which happens to be 


syrup; for the corn oil, one can 


one spot was used, however. 


Advertising Age, July 16, 1956 


Roy de Groot as (1) failing to give 
sufficient warning of the dangers 
of such diets if not supervised by a 
physician, (2) giving “the mis- 
leading impression that low-pro- 
tein diets limit the appetite per- 
manently and that they not only 
take off weight but keep it off” 
and (3) “not attaching the nec- 
essary importance to details of 
routine surrounding use of the 
diet.” 

The institute was apparently not 
referring to the LHJ article, which 
was not written by Mr. de Groot, 
but by Dawn Crowell Norman, 
LHJ beauty editor. In addition, 
the LHJ story isn’t guilty on any 
of the three counts. In fact, both 
the LHJ article and Corn Products’ 
ad copy contain duplicate warn- 
ings urging diet supervision by a 
physician and stressing the need 
for consistency in formula com- 
position. 

Cc. L. Miller Co., New York, is 
handling. 


Reinhold Asserts Its 
12 Publications Will 
Pay Agencies 15% 


New York, July 10—Reinhold 
Publishing Corp., in a letter to all 
agency customers and prospects, 
released today, says that it “will 
continue to allow a 15% agency 
commission and a 2% cash dis- 
count on gross advertising rates to 
all advertising agencies in good 
standing, furnishing complete 
agency service.” 

The letter is being sent, Reinhold 
points out, as a result of questions 
it has been asked since the Ameri- 
can Assn. of Advertising Agencies 
and five media associations signed 
anti-trust consent decrees. 

“Reinhold Publishing Corp.,” the 


= The newspaper ads, in addition 
to appealing to overweights, also 
promoted the formula for general 
use, as follows: 

“No serious weight problems? 
Splendid—the fabulous formula is 
for you. After a weekend away 
from home with too many party 
menus, try the formula on Monday 
to make you feel normal again. Or 


bit on a weekend the formula way, 
or try this delicious, satisfying 
formula for one meal a day—lunch 
or dinner—plus light’ sensible 
menus at other meals.” 

Corn Products, at this point, is 
not ready to say how extensively 
it will promote the diet in the fu- 
ture. The LHJ article came as a 
pleasant surprise, and there has not 
been time yet to make any long- 
range plans. 


® The Rockefeller Institute is 
making no comment about the 
Corn Products campaign, but it is 
worried that “the recent nation- 
wide publicity given to one phase 
of our dietary work may lead to 
some misunderstanding.” 

In a letter published in the June 
30 Journal of the American Med- 
ical Assn., the institute cites a 
book and magazine articles about 
the diet formula written by a Mr. 


—other way ’round—slim down a 


letter says, “has long recognized 
| the contribution which advertising 
| agencies have made to industrial 
|advertising, business papers and 
lreference catalogs, and to the 
| growth and expansion of these me- 
dia during the past decade.” 


= It then affirms that it will con- 
tinue to pay the 15% agency com- 
mission and cash discount on its 
three monthly publications: Auto- 
matic Control, Materials & Meth- 
ods, and Progressive Architecture; 
on its two reference catalogs: 
Chemical Engineering Catalog and 
Chemical Materials Catalog; and 
on the American Chemical Society 
publications, for which Reinhold 
acts as advertising manager: 
Chemical & Engineering News, In- 
dustrial & Engineering Chemistry, 
Analytical Chemistry, Journal of 
Agricultural & Food Chemistry, 
Journal of the American Chemical 
Society, Journal of Organic Chem- 
istry, and Journal of Physical 
Chemistry. 


Chart Book Is Available 

A booklet, “The Why and How 
of Making a Chart Presentation,” 
has been published by Oravisual 
Co., Box 609 Station A, St. Peters- 
burg, Fla. The 24-page, illustrated 
booklet may be obtained without 
charge from the company. 


Videodex 
Top Ten Spot TV Shows* 


proved 182 to 114. ithe “only leading vegetable oil 
While an amendment was over- completely made from corn.” 5 
whelmingly approved exempting Corn Products was busy explain- J une | 7, 1956 
newspapers with circulations of ing all this to millions of con- Copyright by Videodex Inc. 
5,000 or less from any increase, a lsumers this week. In an im- No. of Cities in which program Homes % of 
similar amendment by Rep. Eu- ipromptu campaign, the company | Ronk Program appears and distributor (000)+ Homest 
gene McCarthy (D., Minn.) ex- iran 1,500-line ads today in news-| 1 1! Led Three Lives (121 Cities, Ziv Television) ................c0cc00 16.8 
empting the first 20,000 circu- \papers in 80 major markets. Ads| 2 Highway Patrol (163 Cities, Ziv Television) ...-.ccccccsncsmssnsenne 16.3 
lation of magazines from the were introduced with the slugline,| 3 Dr. Hudson’s Secret Journal (107 Cities, MCA-TV) 16.0 
increase was shouted down. “Now—as featured in the July! 4 Crunch & Des (102 Cities, NBC Film Division) ....... 15.4 
Efforts to cut back the rate in- |Ladies’ Home Journal.” 5 Celebrity Playhouse (82 Cities, Screen Gems) ....... 15.2 
crease on publications to the 30% In addition, Corn Products pro-| 6 The Man Called X (99 Cities, Ziv Television) ...........:..-cssse- 15.0 
initially proposed by Postmaster HAROLD T. M. MILLIKIN has been moted the formula diet on its na-| 7 Confidential File (72 Cities, Guild Films) 149 
General Summerfield were Te-/| named assistant general sales man- tional NBC television shows,| 8 Count of Monte Cristo (64 Cities, Television Programs of America) 2,975 145 
buffed by sponsors of the bill, de- a of the Westclor di of “Press Conference” and “Queen! 9 Annie Oakley (135 Cities, CBS-TV) 4,328 14.4 
my vision Of! tor a Day.” 10 Science Fiction Theater (130 Cities, Ziv Television) ..ccccccscons 4,438 143 


spite warnings that the 120% sec- 
ond-class increase worked out by 
the committee. would endanger all 
but the largest magazines. 

Of more than 12,000 magazines, 


General Time Corp., La Salle, Ill. 
He also will continue as advertis- 


ing manager, a post he has held 
since March, 1955. 


Last week, when the company 
was first getting around to realiz- 
ing the possibilities, it took a quick 


+Number of homes tuned to the program. 


flyer on “Today” (NBC-TV). Only 


in area carrying the program, compositely 


*Programs appearing in a minimum of 20 markets. 
tAverage ratio of the number of homes viewing the program to the number of tv homes 


weighted. 
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Advertising Age, July 16, 1956 


ee 


‘Heating, Piping & Air Conditioning’ Shifts 
Circulation from Dues to Voluntary Basis 


Cuicaco, July 11—Heating, Pip- 
ing & Air Conditioning, published 
since 1929 by Keeney Publishing 
Co., has completed what is regard- 
ed as a unique operation in the 
business publishing field—the 
conversion of association subscrip- 
tions not deductible from dues to 
paid, voluntary, individual sub- 
scriptions from members direct to 
the publisher. 

Since its initiation the magazine 
has included the journal of the 
American Society of Heating & Air 
Conditioning Engineers, all of 
whose members have received 
Heating, Piping & Air Condition- 
ing. The society has paid for these 
subscriptions, part of the dues of 
members being allocated to this 
purpose. Because the membership 
has grown rapidly, association sub- 
scriptions became a larger portion 
of the total circulation of the mag- 
azine than the publishers deemed 
desirable. 


to six subscriptions, the publisher 
believes that the subscriptions 
represent more than a 90% con- 
version of the actual potential of 
the society membership. 

Charles E. Price, president of 
Keeney, reported the publishing 
company has renewed for five 
years its agreement covering the 
publication of technical papers de- 
veloped by the society in Heating, 
Piping & Air Conditioning, as the 
official journal of the engineering 
group. 

He added that while the average 
ABC paid circulation of Heating, 
Piping & Air Conditioning was 
18,622 in 1955, and the current 
figure based on 68% conversion of 
total membership circulation to 
individual subscriptions is 17,000, 
the prospect is that by the end of 
this year the paid circulation of the 
magazine will again be in excess 
of 18,000. 


Vouk 


always “zeroed in 
Market when you invest your advertising 
dollars in the pages of Military Electronics. 


For complete intormation write: 


on the Military 


te 
ee 
resenting 


» 


Military tlectronics 


Shaker Square, Cleveland 20, 


electronic developments 


nilitary Significance ** 


Beginning in January of this 
year, as a result of agreement be- 
tween the society and Keeney, 
members were notified that their 
subscriptions should be sent in- 
dividually to Heating, Piping & 
Air Conditoning. This represented 
an increase in dues, since dues 
were not reduced because of the 
change in the subscription ar- 
rangement. 


® On December 31, 1955, there 
were 9,681 society members on the 
subscription list of the magazine. 
On July 1, 1956, more than 6,500 
of these had subscribed individual- 
ly to Heating, Piping & Air Con- 
ditioning. This is 68% of the to- 
tal membership. But in view of 
the fact that many subscriptions 
were going into multiple-member 
offices, accounting for from two 


Gamble-Skogmo Appoints 
Fred Lawrence, Phil Klocksien 
Gamble-Skogmo, Minneapolis, 
wholesale-retail merchandising 
company which operates more 
than 300 stores and has more than 
1,800 dealers in 21 states and Can- 
ada, has named Fred A. Lawrence 


Phil Klocksien 


Fred Lawrence 


advertising manager and Phil S. 
Klocksien assistant ad manager. 
Mr. Lawrence, formerly assist- 
ant ad manager, has been with 
the company since 1943, also serv- 
ing as copywriter, radio-tv co- 
ordinator and catalog production 
manager. Mr. Klocksien, also with 
Gamble-Skogmo since 1943, for- 
merly was creative director in 
charge of layout and copy. 


S. F. Brewing Buys Football 

San Francisco Brewing Co., 
maker of Burgermeister beer, has 
signed to sponsor the complete 
schedule of the Los Angeles Rams 
professional football team on KHJ, 
Los Angeles, and Don Lee Broad- 
casting System stations in Cal- 
ifornia, Nevada, Arizona, Wash- 
ington, Idaho, Oregon, Montana, 
Hawaii and Alaska. Six exhibition 
games and 12 conference games 
will be covered in the broadcasts. 


Paper Boosts Ludekens 

Paul Ludekens, formerly on the 
Democrat & Chronicle display ad- 
vertising staff, has been placed in 
charge of automotive and plant 
city general advertising for the 
Democrat & Chronicle and Times- 
Union, Rochester, N.Y. 
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Most advertisers are—because parents are multiple 
purchasers, for years on end. If you do business in New York, 
you'll be pleased to know that parents are partial to The News 
... which has some 2,370,000 readers in households with 
children under 15 years... far more than any other New York 
City newspaper. The News also has more families with more 
children, over-$10,000 incomes, college alumni, home owners, 
buyers of new cars, and everything else. 

If you’d like to know who’s who in the Customer Register 
. .. Save wondering, worry, time, advertising money and lost 
sales... by all means look over the Profile—the most 
comprehensive and authoritative study of newspaper readers 
ever available. It’s based on 10,345 personal interviews in 
New York City and suburbs, made by W. R. Simmons & 
Associates Research, Inc. . . . cost us more than $150,000, and 
may save as much for you. Ask your advertising agency, or any 
New York News office, to show you— 


“Profile of the Millions” 


THE [la NEWS, New York’s Picture Newspaper... with more than 
twice the circulation, daily and Sunday, of any other newspaper in America. ,. 
220 East 42nd St., New York City... Tribune Tower, Chicago... 
155 Montgomery St., San Francisco. .. 3460 Wilshire Blvd., Los Angeles 


Are you partial to parents? 


Readers in households 
with children 


News........2,370,000 
Mirror ........ . 980,000 
Times ......... . 490,000 
Herald Tribune .. . . 300,000 
Journal American . . . 690,000 
PON oc cede ss MORRO 
World Telegram & Sun 470,000 


Soures: “Profile of the Millions” 
Copyright 1955 by News Syndicate Co., Inc. 


= 
& 


ida on gre ae ciialaaaaal whannacee ee ea. aa - eee ee oh. eh ae ne sane * gee a Sa sg o> Te ese Ee Pe. ina Fs “4 “he a ae ee 
ee 7 @ 
; a 
ee | be t be } i , yi a | 
| die _ i a, ee ; 
| | A ae a 
if pirect | iii & 
: —: en it recs ins MOLL Fi : 
Be xs : ‘i 
2 aft < Pe- th 
| “et a . uk, o % F > 4 . Page i “ * 
| Sl a a ck hn Al Nie ; ‘ 
| a HF : 
| a — wr Hy e 
—————s ne : } . Be eo S ee 3: i; ° \ . i”. é 
ote SS y Ss = 
| : 
—c“- ——uoe— eee ww eee vse 
? { f " , 71 — : 
| @ PALO Or sUEE Ea : 
Site ated SS %, 
———— as ee > 
—a2 a Ue AA | oe a ss 0 
Sol FES rs eS I J 1 SI) 6 ianeoen & 06 
| | | (| | == [es =| yer | a | Bo iW wes iN f b= Oa a fs 
TA UA) t | | — [1 OOUUUE " \ ~* Mable = 
CO .. aaulalaiccc=—e 4a yn | 
} it iS {| e . t j lt a Jue VY ‘ali mikall - 
| —_— —— ee a. il - % a 80s) UL. | 
wee ——————— ee a *) j tt —_, 
d | eT }| \e WA \ Pe | v 5| ea \ — ‘i 
Ffel lel fo] |S) ole a5 = ae 29 = ae j a —\ fe: 
» = if 7 wy . jo £ — cn ‘ 4 = » gS ie 
| F Cra z E e > ‘ee ne : = stfe i? ‘ Be iS \ x 
‘3 | fg ——| Se =e a 2 
= 51 fo % mm 9( ee = ae oe A de 
) eee UE ee ee a —— ~ 
| ao = ee = | 
: a es — é 
aw =e me a | 
ee g “i ea \a a ~ 
ie | | i rn — eR Ope — ‘ 
; a aii. - 
yor ten 
ie | 
a 
| 
| : 
| 4 
| Py 
" | " 
| a 5 
. m 
| ‘ 
| Sia raartioN ss 
\ en, ’ 3 
| : \ ee A , eye fi were ne 
§ e- pd Sa aap e am mh a 4 Ht 
it - 
| ‘ 
| , : : ; Be, Sirs See alas a 


= a Ra Es oe ae a ee 7 =e eae es ; as Cac as : : x 
- a . nt el 7 “ 
ST TORT ee ae a ke 2, 
: - é ae j 


SMINATING FACTS | 


i 
: 
: 


: 
; 
nae NR SYS aR om ' 


FACT NO. 1: - ie 
NBC Radio delivers 44% 

more week-night audience 

_ ... for its advertisers 

than the second radio network ~ 
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Don’t keep your selling story in. the dark. Join the enlightened advertisers on the 


NBC RADIO NETWORK 34z~— 
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Cuban Commission Taps Boeri 

Louis J. Boeri, publisher of 
Travel Cuba and president of Flo- 
rida Speaks Publishing Co., St. 
Petersburg, has been appointed 
U. S. public relations director of 
|the Cuban Tourist Commission, 


with a net E.B.I. of 
$1,793,518,000, reside within 


Department Store Sales... 


WASHINGTON, July 12—Depart- 
ment store sales in the week end- 
ing July 7 were 3% ahead of the 
similar week of 1955, the Federal 
Reserve Board reports. 

For the four weeks ending July 
7, sales were 7% ahead and for 
the year to that date, 4% ahead. 

Three of the 12 FRB districts 
reported losses for the week. Phil- 
adelphia’s sales ran) 7% behind, 


3% Gain Registered in July 7 Week 


ae WHBF's 25,500 sq. mile cov- |Chicago’s 1% beylind and St. Louis, 
erage area according to S. 3%. Cleveland reported no change. 
M. 1956 Survey of Buying The remaining Yistricts recorded 
Power. 98% own radios— gains as follows:/Boston, 4%; New "Seteenettinn Aces 
80% have TV (TV Maga- York, 4%; Richmond, 11%; Atlan-| Busta) 
zine). ta, 11%; Minneapolis, 7%; Kansas New York-N.E. 
City, 1%; Dallas, 10%, and San —— +* 
mt F isco, 5%. N. Y m1 seeeeeeseses =a 9 
A detailed breakdown of these ~ A <a tis 
sales by districts will be available; Syracuse ............... +11 
next week. Meanwhile, sales for| *wledelpitie District += 
| the two weeks prior broke down as Wilmington occ .r+1S 415 
’ | follows: THONOM eeeceecsceceenemne $I + 3 
a 
af 
| 
if 
: | 
For seven years Murray Cox’s Annual WFAA Farm 
Study Tour has taken hundreds of interested people on 
trips that range from Alaska to Bermuda, from Canada 
ie to Cuba. 
Each year the tour is filled to capacity, and everywhere 


there are any farmers up there. 


mighty important listening to them. 


If you sell anything farm families buy — and today that 
¢ includes just about everything from airplanes to zippers — 
let Murray seil it to WFAA’s big* farm audience. Your 


Petry man can give you the details. 


DALLAS 


NBC e ABC ee TQN 


Edward Petry & Co., Inc., Representatives 


it goes it is royally entertained by municipal officials and 
agricultural leaders. Though it hasn’t yet been to Mars, 
there’s no doubt Murray will get around to it, if he thinks 


For Murray Cox is the dean of Texas radio farm direc- 
tors and his reputation extends far beyond his own state. 
His farm news on WFAA is among the Top Ten* programs 
popular with North Texans and what he says makes 


*Whan Study, A. C. Nielsen, NS1 
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iliaias 

Department Store 
Sales Barometer 


Change from 1955 


Week Ended 
July 7, ’56 


I + 3% 


+2 

+19 

+11 

r+ 5 +12 

Wilkes-Barre—Hazleton . — 1 0 

Cleveland District ............ + 3 +9 
Metropolitan Areas 

INN sadbictcsimceniichctieenectecs +13 +6 

SIIID © sSecitndnsteuninessigtennesinnssign +4 0) 

* Cincinnati +6 +5 

+5 +15 

+5 +2 

+i +9 

—1 —2 

+6 +17 

+1 +14 

+T —2 

Richmond District ................ r+a4 +8 
Metropolitan Areas 
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_Downtown Washington r+ 2 +2 

e —2 +9 

Rich A + 4 +11 
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—_—4 

+10 
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+5 
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+10 
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7 +8 

0 +9 

> +13 

. 8 +6 

a +6 +9 

Minneapolis District ........ +12 44 8 

+2 
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+8 

—2 

--2 

—°9 

+2 

~-ll 
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+2 

—6 
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+1 
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—4 
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—3 
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Metropolitan Areas 

Los-Angeles-Long Beach + 4 +2 

+18 +5 

_—1 +7 

- +6 +25 

- +8 +14 

+5 0 

+6¢ —1 

+2 +3 

+o —1 

—3 +3 

_—s —4 

+5 +2 

+2 —2 

+1 —2 


Belnap & Thompson Appoints 
Belnap & Thompson, Chicago, 
national sales incentive organiza- 
tion, has appointed Edward W. 
McCaskey merchandise manager. 
Robert C. Russell, a member of 
the company’s merchandise de- 
partment since 1950, has been 
promoted to head buyer and as- 
t to Mr. McCaskey. For the 
past four years, Mr. McCaskey 
has been merchandise manager of 
the National Retail Tea & Coffee 
Merchants Assn., Chicago. 


Kravitz Joins Fred Niles 

Lou Kravitz, formerly vp in 
charge of sales and advertising of 
Lewis & Martin Films, Chicago, 
has joined Fred Niles Productions, 
Chicago, as an account executive. 
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Account Exec Should Be Called—and Be— 
Marketing Executive, Says KVP’s Hotvedt 


Mapison, Wis., July 10—A Mil- 
waukee advertising executive said 
here it is apparent that industrial 
clients are turning increasingly to 
their advertising agencies for 
services on the broad marketing 
front. 

“This does not mean that the 
agency takes over the client’s 
marketing responsibility, any 
more than its advertising and 
public relations services could re- 
place the responsibilities of the 
client’s advertising manager and 
public relations director,” said 
Burton E. Hotvedt, vp of Klau- 
Van Pietersom-Dunlap. 

Mr. Hotvedt spoke before 
economics professors attending 
the annual Economics-in-Action 
course at the University of Wis- 
consin. The title of “account ex- 
ecutive,” as applied to the man 
who manages the flow of adver- 
tising agency services for a speci- 
fic client, is “somewhat static and 
does not fully characterize what 
is expected of this key man to-| 
day,” he said. 


| 
j 


s “He might better be thought of. 
NA a ‘marketing executive,’” Mr. | 
Hotvedt declared. “The use of the 
word ‘marketing’ is indicative of 
his responsibilities in correlating 
all of the facilities of his agency 
toward serving the over-all mar- 
keting operations of the client. 

“For example, he must draw on 
the services of his agency’s mar- 
ket research director or marketing 
plans board, as well as on the 
copy, art and other agency func- 
tions capable of contributing to- 
ward intelligent marketing. 

“Also, the title ‘marketing ex- 
ecutive’ indicates that the ac- 
count executive must be at home 
in—and be an asset in—confer- 
ences with client personnel con- 
cerned with any given phase of, 
marketing. Such conferences of- 
ten include top management and 
executives from sales, engines. | 
ing, research and production, as 
well as from advertising, promo- 
tion and marketing departments. | 


| 
a “It is obvious that the so-called | 
account executive cannot limit his 
function to that of being a com- 
placent liaison man who smoothly | 
administers organized procedures. | 
Both client and agency are best | 
served when the account execu-| 
tive is also a true leader, a catalyst 
to spark the talents of the many 
fine specialists on the modern 
agency’s staff. 

“His leadership also should spill 
over to help client personnel. 
Many clients, subconsciously at 
least, measure the account execu- 
tive on this score.” 

Mr. Hotvedt pointed out that 
broadening assignments in indus- 
trial marketing may lead to ques- 
tions about agency compensation. 
Fortunately, most industrial cli- 
ents recognize that the prepara- 
tion of good industrial space ad- 
vertising may require time and 
talent which are equal or superior 
to that needed in consumer fields,” 
he said. 


s “This situation,” he said, “en- 
forces utmost efficiency within 
the industrial agency operation so 
that today’s conservative space 
commissions can cover creative 
and administrative work. Because 
of these economics, clients readily 

that non-space services 
must be paid for separately on a 
time and materials basis. 

“The agency offering the serv- 
ices of a broad organization must 
also recognize that special com- 
pensation must be arranged when 
a client’s space billing falls below 
a level which can compensate for 
the quality of personnel and time 


ed. 

“Such smaller accounts, desir- 
ing to grow, often are happy to 
pay additional retainer fees to 
secure the advantages of full 


marketing services from their 
agency.” 

The Milwaukee ad executive 
declared that many firms selling 
to industry today are using mar- 
keting methods which are as vig- 
orous, advanced and comprehen- 
sive as those associated with 
retail promotion. 


= Such industrial marketers, he 
said, “do not allow their compa- 
nies to bob around at every whim 
of general economic conditions. 

“Through field research, public 
relations, well-directed advertis- 
ing and other refined marketing 
efforts, these companies create 
factors which underwrite much of 
their production and employ- 
ment.” 


William Kostka Re .isns as 
Rippey. Henderso: " «rtner 


William Kostka | resigned as 
a partner in Ripp Henderson, 
Kostka & Co., Den + agency, in 
order to devote hi. full time to 
William Kostka é Associates, 
Denver public reli: ns company. 
Mr. Kostka, who «med his pr 
company in 1949. ater formed 


Kostka, Bakewell Fox, which 
was merged with \rthur Rippey 
& Co. to form Rip; y, Henderson, 
Kostka & Co. in | 254. 

The agency will «ontinue under 
its present name ‘‘\r some time 
in the future,” according to Mr. 
Kostka. 


Fargo Heads 4 A's Council 

A. W. Fargo Jr., vp of Charles 
W. Hoyt Co., has been elected 
chairman of the New York Coun- 
cil of the American Assn. of Ad- 
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signed following his election as a 
director-at-large of the national 
Four A’s. 


vertising Agencies. He replaces 
Bryan Houston, president of the 
agency of that name, who has re- 


Represented Nationally by 
TEXAS DAILY PRESS LEAGUE, Inc. 


Evidence 


Best evidence of the ever-increasing importance and attention given to business 


publication advertising is the advertisements which appear in the pages of the 


business publications. This is because both advertisers and their agencies agree 


that the pin-point selectivity and the proved reader interest of business publication 


audiences make any effort but the best effort a shameful waste of money. When 


you have something worth saying, say it well, and say it in responsible business 


publications, where you can communicate with your customers and prospects 


in an atmosphere that is natural to them and most productive for you. 


SS Ee Se ee Se ee Se ee a ee ee ee mo 


Chestnut and 56th Streets « 


| Chiton 


COMPANY 


Philadelphia 39, Pennsyleania 


CHILTON PUBLICATIONS: Department Store Economist + The Iron Age + Hardware Age « Spectator + Hardware World 
Jewelers’ Circular-Keystone + Automotive Industries « Gas « Distribution Age + Optical Journal and Review of Optometry 
oo Motor Age + Boot and Shoe Recorder « Commercial Car Journal « Butane-Propane News « Electronic Industries + Book Division 
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© SC/SSORS-T/P_ ARTs 


The most convenient and the quickest way to 
produce smart printed promotions is to use 
the Clipper Scissors-Tip way. Free sample 
copy, yours to use, no obligation. Address... 


MULTI-AD SERVICES INC. 


Box W908 Peoria, illinois 


hicago, New York Units of 

les Promotion Assn. Elect 
The Chicago chapter of the Sales 
Promotion Executives Assn. has 
been formed, and officers have 
been elected by the 53 members. 


Officers are Robert S. Geocaris, | 


Pyle-National Co. president; 


9,014 PURCHASERS 
READ EVERY WORD 


that appears in the magazine they themselves 
publish. They’re key engineers who specify for 
that big, booming industry — AIR CONDI- 


TIONING-REFRIGERATION. 
Published by Members of The American Society of 


Refrigerating 


Engineers, 234 Fifth Avenue, 
New York 1, N. Y. 


James E. Borendame, Acme Steel 
Co., Ist vp; Charles R. McCartney, 
American Bakers Assn., 2nd vp;| 
Clarence S. Kohnke, Aetne Ply-| 
wood & Veneer Co., secretary, and 
John Poister, Tempo inc., treasur- 


New officers of the New York 
chapter of the association, which 
was formed last year (AA, Feb. 21, 
55, et seq.), are Richard J. Brown, 
sales promotion manager of U.S. 
Plywood Corp., president; George 
H. Allen, McCall’s, ist vp; John F. 
Forsyth, Trans World Airlines, 2nd 
vp; C. R. Gischel, O. S. Tyson Co., 
secretary, ‘and Victor Dell Aquila, 
Railway Express Agency, treasur- 
er. | 


Chek-Chart Publishes Report 
“Market Potentials, an analysis 
of the market potential for prod- 
ucts used in automotive service” 
has been published by Chek-Chart 
Corp., 33 E. Congress Pkwy., Chi- 
cago. The report is a condensed 
reprint of Chek-Chart service bul- 
letins based on trends in passenger 


car lubrication recommendations. 


aon 


TALE OF ‘THE TOE’—Wheaties features Lou (The Toe) Groza, Cleveland 


Browns football star, in this spread that will run in the Aug. 13 

Life and the Aug. 21 Look. The General Mills breakfast cereal, 

whose ads some years ago emphasized sports themes, has brought 
sports back into its advertising after a three-year absence. 


The booklet is available for $1.50; 
quantity prices are available. 


—. 


cae 


A Sign of Quality... produced by Geeco! 


Every Geeco sign is custom made and devel- 
oped for the individual advertiser, agency or 
designer on a mass production basis. This 
makes possible such outstanding pieces as this 
5‘x 6’ M. K. Goetz Brewing Company sign. 


Watch for the signs of advertisers such as 
Union Pacific, AT & T (The Bell System), 
Cook’s Paints and Cities Service. They 
testify to Geeco’s fine quality and service. 
Call or write today for complete information. 


Ge5ece ...tne new lteader in original signs and displays 


GEECO 


INCORPORATED, SAINT 


JOSEPH, 


MISSOURI 


Wheaties Ads Again 
Stress Sport Motif 


MINNEAPOLIs, July 10—Wheaities, 
which built a big reputation some 
20 years ago as the “Breakfast of 
Champions” through its close ad- 
vertising association with sports, 
is again strongly emphasizing 
sports in its ads. 

Ads this summer in newspapers, 
magazines, and on radio and tv, 
will feature baseball, tennis and 
golf themes and in the fall, football 
and basketball will be highlighted. 
Knox Reeves Advertising is the 
agency. 

The revised sports campaign re- 
ceived a big boost June 16 when 
Dr. Cary Middlecoff won the Na- 
tional Open golf championship. 
Weeks in advance, Dr. Middlecoff 
was selected for spreads in Life 
and Look which featured Wheaties 
and ice cream. 

Although the ad copy did not 
go out on a limb and predict that 
Dr. Middlecoff would win this 
year’s Open, its timing was close to 
perfect. “Winning National Open 
is Cary Middlecoff’s Biggest 
Thrill,” the ad said. It showed 
Mrs. Middlecoff kissing her hus- 
band as “A Wheaties Winner Gets 
His Reward.” 

General Mills, maker of Wheat- 
ies, currently is conducting a Home 
Run Sweepstakes which will pay 
some lucky sports fan a top prize 
of $190 for every home run hit by 
Mickey Mantle, Willie Mays, Ted 
Kluszewski and Al Kaline this 
season. The sweepstakes is sup- 
ported by spreads in Life and Look 
and commercials on the “Mickey 
Mouse Club,” the “Lone Ranger” 
and “Wyatt Earp” tv shows. 


GE Realigns Electronics, 
Carboloy Divisions 

General Electric Co. has reor- 
ganized its electronics businesses 
into three separate divisions. These 
are the Industrial Electronics divi- 
sion, headed by Harold A. Strick- 
land Jr., formerly a consultant in 
the Engineering Services division, 
New York; Electronic Components 
division, headed by L. Berkley 
Davis, formerly general manager 
of the receiving tube sub-depart- 
ment, Owensboro, Ky.; Defense 
Electronics division, headed by 
George L. Haller, formerly general 
manager of the laboratories de- 
partment, Syracuse. 

GE has also changed the name 
of its Carboloy department to the 
Metallurgical Products department 
to “reflect the company’s greater 
emphasis in specialty metals de- 
velopment and manufacture.” 


Seiberling Boosts Isham 

Jerome C. Isham has been ap- 
pointed manager of the public re- 
lations department of Seiberling 
Rubber Co. Mr. Isham joined the 
company in March, 1954, and has 
served in the pr department and as 
an editor of the company’s em- 
ploye publication. 
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Advertising Age, July 16, 1956 


Music in the Air, 
as Radio Nets Swing 
Bands into Action 


New York, July 10—Perhaps 
Lawrence Welk should take a 
bow; it looks as though ABC-TV’s 
high-rating maestro has started 
something. Dance bands seem to 
be staging a comeback on the air- 
waves, with radio giving them a 
big play. 

In the spring, when ABC Radio 
threw out its “new sounds” pro- 
gramming, a couple of new “live” 
music shows were brought in as 
replacements. “American Music 
Hall,” with the ABC orchestra, and 
“Best Bands of the Land,” with 
Paul Whiteman introducing the 
musicians, are aired five days a 
week on this network. 

CBS Radio also is making heavy 
use of band remotes in its summer 
schedule. 


= Going along with the trend, 
NBC Radio has selected “live” 
musical entertainment as the re- 
placement for the morning por- 
tions of the soon-to-be dropped 
“Weekday” schedule. NBC’s show, 
“NBC Bandstand,” will offer two 
hours of music starting at 10 a.m., 
EDT, on July 27. 

The program will have a perma- 
nent emcee, who will introduce 
the various bands and play host to 
top name stars. 

Not to be outdone, Mutual will 
beat NBC out of the starting gate 
with a new series that kicked off 
July 7 at 8 p.m, EDT. Called 
“Bandstand, USA,” this broadcast 
presents different musical groups 
originating in all sections of the 
country. 


WOR SETS RECORDED 
‘MUSIC FROM STUDIO xX’ 

New York, July 10—WOR also 
has decided that music is the com- 
ing thing in radio, but in this case 
the choice went to the recorded 
variety. 

Last week Robert J. Leder, vp 
and general manager of the Mu- 
tual station, announced that a ma- 
jor portion of the nighttime sched- 
ule will be devoted to recorded 
“smooth instrumentals and plush 
vocals,” starting July 9. 

Called “Music from Studio X,” 
the show is heard from 9:05 
p.m. to 1 a.m., EDT (with time out 
for 15 minutes of news at 11), 
Monday through Saturday and 
from 1:30 to 5 p.m., EDT, Sun- 
days. John A. Gambling is em- 
cee. The studio is acoustically set 
up to give the music a “hi-fi like” 
effect. 

Emphasis is on the uninter- 
rupted flow of the music, with 
breaks on the half-hour for com- 
mercials. First sponsor signed was 
the Harvey radio and hi-fi equip- 
ment store. 

Promotion for the new series al- 
ready has started. The campaign 
to build up %nterest in the show 
includes ads in New York and 
suburban newspapers, outdoor 
posters, car cards on the Hudson- 
Manhattan Railroad, trailers in 
drive-in theaters, sky writing and 
on-the-air announcements. 


Starch Ad-File 

Daniel Starch & Staff, Mamaro- 
neck, N. Y., has expanded its Ad- 
File service for subscribers to in- 
clude advertisements studied in 
Better Homes & Gardens, Farm 
Journal, Look, Reader’s Digest, 
Town Journal, True and Woman’s 
Home Companion. These are in 
addition to 22 publications hereto- 
fore included. 


Mann Advertising Reorganizes 

Mann Advertising Inc., Houston, 
has changed its name to Lorehn, 
McHale & Lowrey in a reorganiza- 
tion. E. L. Lorehn Jr. has been 
named president; Alfred S. Low- 
rey and Joseph M. McHale, vps, 
and Mrs. Dorothy B. Lorehn, sec- 
retary-treasurer. 


Scheele to Warner-Chilcott 


signed as surgeon general of the 
Public Health Service to become 
president of Warner-Chilcott Lab- 
oratories, New York, ethical drug 
division of Warner-Lambert Phar- 
maceutical Co. 


Dr. Leonard A. Scheele has re- 
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Bonds your advertising 
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‘Ciwveines 14 Chie 97 


ncuaiuniuee-ireiais B. enter (right), president of Industrial 

Publishing Group division, Telenews Productions, greets Alfred H. 

Roth, advertising manager, Towmotor Corp., as Mr. Roth visits the 

offices of Flow magazine at an open house held by the publishing 

company. The open house was held to mark the company’s move 
to new and larger quarters at 812 Huron Rd., Cleveland. 


Teleprompter Boosts Tyrrell pane vp of Teleprompter Corp., 
Albert R. Tyrrell has been|New York. He formerly headed 
named assistant to the president! the company’s Washington office. 


Fort Wayne City Zone 
Population now 169,050 


Now! Fort Wayne offers more for your ad- 
vertising dollar than ever before. New ABC 
lace = 


City Zone figures just released 
population of this bag wing 
= ’ 050 and . 

31% above the ‘ts 


Schedule Fort Wayne in 1956 
FORT WAYNE NEWSPAPERS, INC., Agent d 


3. cr is sa058 


FORT WAYNE 


No.5 


B & C’S new 11 p.m. shift brings 


in a series showing the “little extras” at 
Bertsch & Cooper that make service so extra good 


you truly ’round-the-clock 


typographic service . . . eliminating overtime charges for nite work, as a rule. 


Now our facilities are better than ever before —doing more work 


even faster—without sacrificing any of the quality that hasmade | . 


B & C the fastest-growing ad shop in Chicago. 


BERTSCH + COOPER 


A DIVISION OF AMERICAN TYPESETTING CORPORATION 


1147 West Jackson Blud., Chicago » MOnroe 6-5200 


Largest facilities in America... for complete typographic, 
electrotype, newspaper mat, film positive service 
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U.S. Investment in 
Philippines Grows, 
‘N.Y. Times’ Reports 


New York, July 10-—Produc- 
tion and marketing activities by 
American businesses in the Phil- 
ippines are on the upswing. 

A 16-page all-advertising sec- 
tion published in the New York 
Times Sunday gave some indica- 
tions of this trend. The section 
commemorated the 10th anniver- 
sary of Philippine independence. 

W. E. Murray, president of the 
Philippine American Chamber of 
Commerce, pointed out in the 
section that American investment 
in the Philippines increased from 
$350,000,000 at the end of 1954 to 
an estimated $500,000,000 today. 

The largest single foreign in- 
vestment in the Philippines is the 
$30,000,000 oil refinery opened in 
late 1954 by Caltex. Standard 
Vacuum and Shell currently are 
building refineries. 


® Colgate-Palmolive International 
recently announced a major ex- 
pansion of its plant outside Manila. 
International General Electric is 
planning to put up an appliance 
factory. 

Firestone, Goodrich and U. S. 
Rubber all have big expansion 
plans in the works for the Philip- 
pines. 

The ad section was prepared by 
George Peabody & Associates, 
New York, public relations counsel 
for the Philippines Assn. 


Dan River Proposes to 
Acquire Two Companies 

A special meeting of stockholders 
of Dan River Mills will be held 


Aug. 6 to act upon a proposal | 


to acquire Iselin-Jefferson Co. and 
Alabama Mills through an ex- 
change of stock. The meeting will 
be held in Danville, Va. 

Iselin-Jefferson is a textile com- 
mission selling house and owns all 
of Iselin-Jefferson Financial Co., 
factor, and part of Woodside Mills, 
textile manufacturer. Alabama 
Mills, also a textile manufacturer, 
operates a number of plants in Al- 
abama and Georgia. The proposed 
acquisitions would increase Dan 
River sales by about 75% and add 
a substantial commission and fac- 
toring volume, according to the 
company. 


‘Time’ Plans Racine Plant 
Time Inc., New York, plans to 
build a $250,000 electroplating 


plant in Racine, Wis. Planned) 


for completion in 1957, the plant 
will manufacture offset printing 
plates for the trade. It will be op- 
erated under the direction of 
Printing Developments, a wholly 
owned subsidiary of Time. 


The PHOTOMATIS. Co. 


s. Pe 11, a, 
33-59 E. IHineis rr 


New OAI Poster Annual Out 
Outdoor Advertising Inc., New 
York, is distributing its “OAI 
Poster Annual” this year three 
months ahead of schedule. Main 
features of this year’s annual are 
the full-color reproductions of the 
three grand award winners—Life 
Savers, Drake’s cookies and Ken- 
L-Ration—at the 24th national 
competition and exhibit of out- 
door advertising art, sponsored by 
the Art Directors Club of Chi- 
cago. In addition, the volume con- 


tains 200 reproductions of prize-|with Dancer-Fitzgerald-Sample 


winning and outstanding outdoor 
designs of the past year and no- 
table innovations of the year. 


Rae Leaves R&R for Florida 
Stuart H. Rae, art director and 
supervisor of Ruthrauff & Ryan, 
Chicago, leaves the agency July 15 
to move to Florida, where he will 
open an independent service in 
layout, design and production, 
with offices at 1938 Laurel Ave., 
Sarasota. Mr. Rae also has been 


and D’Arcy Advertising Co. 
‘News’ Promotes Three 


John J. Forster, formerly as- 
sistant classified advertising man- 
ager of the Birmingham News and 
Post-Herald, has been named retail 
advertising manager. George P. 
LeePard, a member of the retail 
advertising staff, succeeds Mr. For- 
ster as assistant classified ad man- 
ager; Michael J. White Jr., also of 
the retail advertising staff, has 
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been appointed assistant retail ad 
manager. 


United Broadcasting Expands 

United Broadcasting Co., which 
operates seven radio stations, has 
opened a midwestern office at 75 
E. Wacker Dr., Chicago. Seymour 
Thomas, formerly with Joseph 
Hershey McGillvra Inc., has been 
named midwestern manager. Mr. 
Thomas also has been with Ven- 
ard, Rintoul & McConnell and 
WRRR, Rockford, Ill. 


What's the horsepower of your sales 
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Brown-Forman Sales Hit Record 

Brown-Forman Distillers Corp., 
Louisville, reports a new sales 
record of $77,719,572 for the fiscal 
year ended April 30, 1956, a gain 
of 9.8% over the ’55 volume of $70,- 
780,854. Net income after taxes 
was $2,939,886, a gain of 11.1% as 
compared with $2,645,717 in ’55. 
Commenting on the company’s 
two major brands, George Garvin 
Brown, president, told stockhold- 
ers that Early Times now ranks 
second among all straight bour- 


bons and Old Forester holds a 
similar position among all pre- 
mium bottled-in-bond bourbons. 


Ellis Named Art Director 

Bertram Ellis has been appointed 
art director of retail sales promo- 
tion of Montgomery Ward & Co., 
Chicago. For the past 10 years Mr. 
Ellis was associated with Macy’s 
in San Francisco and in Kansas 
City as art director, advertising 
manager and sales promotion man- 
ager. 


Lippincott Las:.es 
‘Me, Too’ School 
of Product De ign 


AsPEN, COLO., J\ 10—“The 
American market t -v is char- 
acterized by product: -» unimagin- 
ative in design that « © company’s 
wares are nearly inc ‘inguishable 
from another’s.” 

J. Gordon Lippinc §'. partner in 
the industrial design ‘irm of Lip- 


pincott & Margulies, made this;tween most instant coffees. Most 
charge recently at the sixth In-/| electric irons, tv sets and washing 
ternational Design Conference. Mr.| machines look exactly the same.” 


Lippincott, whose company created 


Pointing to the role of design as 


interiors for the first atomic sub-/|a “key sales influence” in America, 
marine, Nautilus, amplified his|he urged manufacturers to stop 


complaint this way: 


producing “‘me-too” products, and 
asked for an end to the current 


= “The average American cannot | practice of creating “new looks by 


identify an automobile without 
looking at the name plate. Cigaret 


“The 1957 refrigerator is often 


packages are confusingly alike.|the 1955 model with a new handle 
There is little distinction in pack- | and rearranged chrome,” he said. 
aging, product, or even in taste be- |“So what?” 


ower in the 


<2 oe ee age a 


‘0 


Billion Aviation Market ? 


Your eye is on engine manufacturers. 

Consider then the high octane “boost” 

AmeRIcAN AVIATION can give your selling... 

with 89% of its entire “engine” circulation 

concentrated among the “top 13” who 

make 95% of all engine sales .. . 

All right, but suppose your other eye is on people who make cer- 
tain sub-assemblies. How does AMERICAN AVIATION stack up 
here? Good question. Too often an over-abundance of circulation 
strength in one branch of this business means a soft spot some- 
where else. Not here! Against 4,000 major sub-assembly, com- 
ponents and parts people who did a whopping $2,650,000,000 last 
year, AMERICAN AVIATION puts 7,034 identifiable coverage. 

Pick this industry to pieces—from air frame builders to terminal 
operators—and whether you set your goals by size of plant, 
employes, dollars of sales or production ... AMERICAN AVIATION 
is the one, only and truly “industry” magazine. It goes where it 
counts for you most, delivers 91% concentrated coverage of the 
entire field’s fabulous buying potential. 

Do you sense that you may be dissipating your sales power 
with spread-thin schedules in too many aviation publications? Do 
you suspect that just one—this one—may offer you all the quality 
coverage any “seller” would ever need? Good! Then be sure to 
insist on a private showing of, “How to Increase Your Share of 
Aviation’s $10-Billion.” 


World’s largest aviation publishers . . . 


American Aviation 


17 E. 48th ST., NEW YORK, N.Y. 


1001 VERMONT AVE., N. W., WASHINGTON 5, D.C. 


139 NORTH CLARK ST., CHICAGO 2, ILL. 509 STEPHENSON BLDG., DETROIT 2, MICH. 


8943 WILSHIRE BLVD., BEVERLY HILLS, CALIF. 


Williams Joins VanSant 

Ben L. Williams, formerly a 
pr account representative of J. 
Walter Thompson Co., New York, 
has been appointed to head a new 
public relations department in 
process of organization at Van- 
Sant, Dugdale & Co., Baltimore. 


Radio TV Reps Moves 

Radio TV Representatives, New 
York, has moved to larger quar- 
ters at 7 E. 47th St. The company 
recently was named to represent 
WCAO, Baltimore, and WCOP, 
Boston. 


On Printing And 
Binding 


Letters from coast to coast report 
that advertising executives not only 
read AR, but file monthly copies 
for continued use. Here are typical 
articles on printing developments | 
and cost-cutting ideas which were 
popular with AR’s 21,000 readers: 
“Catalog Produciion"” 
“Hard Cover Binding” 
“Offset for Magazines” 
“Production Tips for Offset 
Printing” 
“The Growing Importance of Foil 
Printing” 
“The Advertising Agency and The 
Printer” 
“When Screen Process?” 


Sells Management 
On Printing And 
Bindirwy 


Suppliers with new products, or 
new uses for established products, 
find AR the ideal medium to reach 
advertising managers who are alert 
to product opportunities—and have 
the budgets to invest in them. 
Among leading advertisers relying 
on AR’s marketing power are: 
Chicago Offset Printing Company 
J. W. Clement Ce. 

The Heinn Company 

Naz-Dar Company 

Standard Printing Company 

The Burkhardt Company 
American Colortype Company 
Poole Brothers Inc. 

K. S$. Crocker Company 

General Binding Corporation 
Whether printing anc binding rep- 
resent your problems or your 
products, turn to AR for results! 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


Motor-minded families in Greater Philadelphia spend the tremendous 
sum of $1,252,000,000 a year on automobiles and accessories. Buy- 
ing decisions are started at home by the family newspaper—The 
Evening* and Sunday** Bulletin. 


The Bulletin packs selling power throughout a market noted 
for its buying power. Philadelphians like The Bulletin. They buy 
it, read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 


* Largest evening newspaper in America. **R.O.P. editorial and advertising color. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 
Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles * San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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dvertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Tips for the Production Man... 


Short-Cut to Crisp, Sharp 
Line Drawings 


By Kenneth B. Butler 
(Mr. Butler is head of the Wayside 
Press and of Kenneth B. Butler & 
Associates, Mendota, Ill.) 

No matter how much reliance we place 
on photographs for modern illustration, 
there simply are occasions when we feel 
an urge to vary our pitch through the use 
of line drawings or art. 

Up to now, this has pretty much en- 
tailed a job of art work, and while the 
artists must live, too, there often is that 
little matter of the budget, to say nothing 
of deadlines. 

Warwick Typographers, of St. Louis, 
has set up a Flexset division which of- 
fers commercially something really new 
in the field of graphic arts. 


® Starting with a photograph, it is pos- 
sible for them to produce line illustra- 
tions mechanically through the use of 
only a camera and special darkroom tech- 
niques. Although the reproduction of the 
photos may appear to be drawings, there 
is no art work applied except in rare in- 
stances. 

Warwick has issued a special folder 
with numerous illustrations showing ex- 
amples of this technique. In these ex- 
amples the continuous tone of the photo- 


graphs has been replaced by a clean black 
and white line effect. It is estimated 
that production time is reduced 75%. 

Many artists use this process to save 
tedious copying work. 

There is no denying that many sub- 
jects take on new life when reduced to 
the simple tones of line work. Warwick 
offers two versions: one called screen- 
line, and the other photo line. The lat- 
ter is recommended mainly for mechanic- 
al subjects. 


® Warwick recommends for this process 
pictures which have a wide tonal range, 
and sharp as possible. A photo with a 
full range of tones between the black and 
the white makes possible a more detailed 
result. Fuzzy images will be disappointing, 
they warn. Reduction of a photo more 
than one-third is not advisable, as this 
causes many of the fine dots to dis- 
appear or to fill in. All screen-line photos 
are finished in 64-line screen. When re- 
duced one third this becomes 85-line, ideal 
for newspaper reproduction. 

With the addition of some art-work con- 
version, it is possible to start with a photo, 
make a photo-line version, then add 
finished art to create a highly detailed 
line drawing. 


Looking at Radio and Television ... 


More Blackouts Are Needed to 
‘Stop the Free-Plug Menace 


By the Eye and Ear Man 

Despite the intense pressure from the 
legitimate users of television, the pay- 
off boys are still peering from under 
rocks and suborning $2,000-a-week writ- 
ers and producers with “tax-free” gifts 
(because they don’t declare them), plug- 
ugly money, and all of the other tempta- 
tions which St. Anthony is said to have 
avoided. 

All you have to do to spot these free 
loaders is to listen to a Bob Hope show. 
You may hear the names of dozens of 
products or services which have no re- 
lation to the sponsor of the program. 
Mark these names well. While no 
expects a comedian to plug only the man 
who is paying his enormous price, one 
might certainly expect ethical manufac- 
turers to refrain from stooping to sneak 
in a commercial message in somebody 
else’s time. 

How cheap of the airlines to allow 
themselves to be hitchhiked like a mon- 


key on the back of the paying sponsor. 
How cheap of the contributors to a quiz 
show to hawk their merchandise along 
with the other street peddlers. How de- 
grading for an otherwise quality product 
to try to make a discount house of the 
air waves. 

And while we’re about it, how about 
the movie plugs? Remember, way back 
before radio or television when it was 
considered perfectly proper for motion 
pictures to buy space in newspapers or 
magazines to promote their current prod- 
uct? Silly, wasn’t it? 

How antediluvian to have put out good 
money for mass advertising when Ed 
Sullivan can be conned into giving at 
least half of his program to a feature 
movie in exchange for nothing but the 
inane appearance of a few stars for free. 
Can it be that Mr. Sullivan is stingy and 
short-changing his honorable client? Or 
can it be that he is being used as an 
instrument by clever and more experi- 


It's Up to the Nets: E & E Man 


C. M. Notes Casual-Sell Trend 


ioote PROCLSS 


ALL DONE IN THE DARKROOM—Conversion of continuous tone of a photograph to a soft, 

striking piece of line work, all by means of camera and darkroom technique, is the 

basis of the work turned out by the new Flexset division of Warwick Typographers, 

St. Louis, in a new booklet showing examples of these conversions as applied to a 
variety of subjects. 


enced impressarios? Or is he just stage 
struck and likes to hobnob with “stars”? 

And how about the equally naive net- 
works allowing Jack Webb an hour of 
sponsored time to explain in tedious de- 
tail how his movie, “Pete Kelly’s Blues” 
came to be? Why does lovable Bob Hope, 
the champion of the free loaders, the king 
of the pay-off plug, the man who has a 
joke for every product that pays enough, 
get an hour and’ half to sell a movie 
in which he shares the profit, courtesy 
of several legitimate clients? Not only 
that, but he has made his pitch for “That 
Certain Feeling” on practically any NBC 
show you care to name. 


@ Did I mention Desi and Lucy with 
their last cinema, or George Gobel bob- 
bing up and down over the networks with 
insipid material in order to collect the 
last little matinee ticket to the pictures 
in which, by a strange coincidence, they 
appeared? If these worthies had spent 
half as much time perfecting the movies 
as they spent promoting them, the public 
might have gotten a better shake al! the 
way around. 

According to the Washington testimony 
of NBC, television has been hard up to 
make a buck in the past. It is presumed 
that CBS has had similar problems. Well, 
no wonder, with all the generosity they 
have been bestowing upon the non-pay- 
ing clientele by permitting them to have 
commercials on other people’s shows. 


Woolf: Supermart Prow! Worth While ; 


‘Graduate’ Policy Discussed by Weiss 


S19 LINES 

This photograph of the Detroit, Michigan skyline was 
a “natural” for the photo-line process because of its 
broad range of tones. Unusual! result is an uteresting 
fantasy in stone and steel. 


Despite repeated protests on the part im 
of the vigilant clients, the evils of the 
free loaders continue. Not oniy is it un- 
fair to the paying sponsor, but this kind 
of insidious pay-off is bad for the country. 
How can we expect defenders of the 
peace and politicians to be honest and 
irreproachable at $80 a week when writ~ 
ers and performers in the upper .001% 
income brackets are susceptible to temp- 
tation? ' 


fl 


s Some years ago Eddie Cantor ixied to 4 
insert a plug for Paper-Mate pens. NBC, 
having warned him, pulled the big fat 
switch and as Cantor opened his mouth— 
whambo—nothing but black on the home 
screens. As soon as Cantor finished his : 
barker’s spiel, back went the picture to | mM 
normal. . a 
Let’s have more of this forthright be- m 
havior. If this means deleting half of the ‘@& 
Hope show, so be it. As soon as the ee 
planters stop coming around with Brink’s (im 
Express trucks loaded with merchandise 
and money, zippo—out will go the plugs. 


@ Only the networks can stop this evil. 
Only drastic measures will stamp out the 
brazen hucksters who even promise their 
clients film or kinescopes of the program 
that carried the free plug. The network 
censors have done their best, but they 
lack the authority to handle the big stars. & 
It takes a network president to issue an yg 
order to black out the screen. & 
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Salesense in Advertising... 


Oftener Than Not, Brand Decisions 
Are Made in the Store 


By James D. Woolf 
Advertising Consultant 

A supermarket executive, whose habit 
it is to prowl around the aisles of his 
stores prying into the shopping habits of 
his customers, tells me that seldom do 
their shopping lists specify brand names. 
The average shopping 
list, he says, reads 
something like this: 
coffee, butter, catsup, 
eggs, bacon, pancake 
flour, soup, orange 
juice, paper napkins, 
cigarets. Many house- 
wives, he has observed, 
do not carry shopping 
lists except in their 
heads, but he suspects 
that these memorized “lists” are equally 
generic. 

What this shopping behavior means, I 
believe, is that many brand decisions are 
impulse decisions made on the spur of the 
moment in the store. And, in turn, what 
this means is that brand representation 
at the point of purchase is a consideration 
of tremendous importance. Other things 
being equal, as they frequently are, the 
brand that is most conspicuously dis- 
played may easily be the shopper’s choice. 
“Out of sight, out of mind,” says my su- 
permarket friend. — 


James D. Woolf 


® It is also likely, I believe, that the la- 
bels with which the shopper is most 
familiar are the brands that often get the 
nod. A split-second glance reveals to her 
the friendly, familiar face of Aunt Jemi- 
ma, and—-presto!—without further ado a 
buying decision has been made. Price, 
of course, also tips the scales many times; 
if Coffee A happens on that day to be a 
few cents cheaper than Coffee B, then 
Coffee A is the winner. Both brands are 
well-known to the shopper and both have 
been equally satisfactory to her family. 
The fact that the average shopping list, 
written or carried in the head, is generic 
does not mean that Mrs. Shopper is not 


G. D. Crain Jr. Says... 


pre-sold on scores of brands on sale in 
the supermarket. She most certainly is. 
However, she also has learned that no 
given brand, in many given categories of 
food merchandise, is noticeably superior 
to its quality competitors. The truth is, 
as I see it, that she is pretty well pre-sold 
on all the well-advertised brands of qua- 
lity food items. Hence it is, as I say, that 
the greatest possible degree of brand 
remindership at the point of sale is of 
greatest importance. It is also important, 
as I have observed before in this column, 
that one necessary objective of advertis- 
ing is the implanting of a vivid and life- 
like image of the product’s label on the 
consumer’s mind. Instant recognition of 
a brand at the point of sale is a great sales 
asset. 


® I have a notion, incidentally, that the 
average shopping list is usually sort of 
tentative and subject to additions and 
subtractions as the shopper threads her 
pushbasket along the alleys of the super- 
market. Comments an editorial in the May 
issue of Harper’s Magazine: 

“The shopper is mentally juggling a 
complex of factors that impel her choices. 
First she is thinking about what her fam- 
ily likes, but this thought—which might 
lead her immediately to pick up a beef 
steak and some ice cream—is played off 
against her recollection of what they ate 
last night for dinner and her guess at 
what her husband had for lunch down- 
town. She is thinking also of her weekly 
cash budget and about what the family 
ought to eat for a healthfully balanced 
diet—and about her own skill or lack 
thereof in cooking. The number of hours 
at her disposal between now and dinner- 
time, the utensils she owns, and the quirks 
of her stove play a part in her calcula- 
tion.” 

The supermarket, I find, is a wonderful 
listening post for the adman. Lately, after 
the manner of my supermarket executive 
friend, I have been doing quite a bit of 
prowling around the aisles. 


Product Development May Be Agency Forte 


In all of the discussions recently re- 
garding agency services and compensa- 
tion, little has been said about the 
important contributions which many 
agencies with the marketing viewpoint 
have made to the development or im- 
provement of products. 

The old-fashioned agency considered 
that its job was to devise advertising that 
would make the most of a product’s good 
points, and thus increase or at least main- 
tain its sales. It did not undertake to tell 
the factory whether the product was right 
for its market, or to interpret consumer 
needs and desires which might be ex- 
pressed in terms of a better product, a 
better package or some other improve- 
ment. ; 

Yet that is exactiy what some agencies 
are doing. These are the agencies which 
frankly describe themselves as marketing 
specialists, which attempt to examine 
the marketing problem as a whole, and 
which apply advertising as a means of 
successful communication with consum- 


ers. From their viewpoint, it’s just as 
wrong to have a poor product supported 
with good advertising as the reverse. 


® A successful agency executive com- 
menting on this aspect of agency service 
referred recently to changes in the 
spreading quality of a leading brand of 
peanut butter as an example of what can 
be done to meet consumer desires. And 
another agency man was just as con- 
vinced that improvements in a certain 
baby food, both as to texture and flavor, 
had come about as the result of agency 
studies of the market. 

Marketing executives of manufacturers 
as well as agencies contribute to improve- 
ments of this kind, of course. But in view 
of the acknowledged dire shortage of 
marketing talent among both manu- 
facturers and agencies, it is obvious that 
everyone with ability in this direction 
has a great opportunity to contribute 
importantly to product improvements, 
particularly if they represent response to 


Advertising Age, July 16, 1956 


The Creative Man's Corner... 


soon?” 


difference. 


Casual Copy Sell 


Sweetest way to se the whom Wie Metheny’: Siatt Pub wie she manece ome ate oe rea 
Yow mn Snack Pak othe ony lyme cane ae wo anc poungier se wh puck ‘ee Viewer 
HOE me rae permed sucnpen atch of Seger Pima Pam, Shai Pog en Shaper Seadhes Mighy nat 
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We notice, with a quickening of the pulse, a growing number of ads that sell 
in an increasingly casual manner, that do not grab one by the coat lapels and 
shout in one’s face but, instead, give one’s hand a friendly shake and make a 
sane and reasonable suggestion about the product advertised. 


Consider this Kellogg ad. The copy says, “When Kellogg’s Snack-Pak is in 
the picture—the kids’re really livin’. You see, Snack-Pak is the only ready- 
sweetened cereal assortment, so each youngster gets to pick his favorite. There 
are two personal packages each of Sugar Frosted Flakes, Sugar Pops and Sugar 
Smacks. Mighty good and nourishing for school lunches, after school, and play. 
How about tuning in station G-R-O-C-E-R for your Kellogg’s Snack-Pak real 


As a selling argument, this follows the general pattern of most advertising 
copy. But somehow the words arv friendlier. We feel this makes for much bet- 
ter selling than words and phrases as obviously false as a set of dime-store 
dentures. The picture, too, is friendly. And natural. This kind of advertising is 
in the minority as yet, but we have a strong fceling you'll be seeing consider- 
ably more like it as the months and the years go by and advertisers realize that 
the Big Lie inevitably begets the Big Skepticism and the Big Noise the Big In- 


consumer attitudes regarding what is 
presently available in the market. 

This suggests, too, that in the hands of 
true marketing specialists, market re- 
search can take on a much more creative 
aspect. Without attempting to evaluate 
consumer motivation, it is not too difficult 
to find out what consumers dislike about 
products or packages, as well as the 
things they prefer. If no product repre- 
sents the solution of the consumer’s 
problem—say in the matter of peanut 
butter not spreading easily—then the 
marketing man with research information 
on this subject can go to the factory 
people with a problem which usually 
can be solved by the application of avail- 
able technical skills and equipment. 


® Obviously the advertising job is made 
a lot easier with a new and better prod- 
uct. The very features which represented 
disadvantages because of consumer dis- 
likes can be made the subject of adver- 
tising which will hit home promptly, be- 
cause the solution of the problem through 


the development of the new feature will 
register with the many consumers who 
had recognized the undesirable charac- 
teristics of the product as previously 
manufactured. 


= Many an old-time agency man would 
have resisted and rejected the idea that 
any part of his job related to improving 
the product he was undertaking to adver- 
tise. And many a manufacturing execu- 
tive would have resented the suggestion 
that ideas for product or package im- 
provement could come from his advertis- 
ing agency. But marketing men in both 
agencies and manufacturing companies 
realize that no advertising can be better 
than the product, and that product im- 
provement, conforming with consumer 
needs and desires, whether~or not they 
have been clearly expressed, is the first 
step toward sales success. 

This realization may have some im- 
portance in discussions now and in the 
future regarding the value of advertising 
agency service. 
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EP fee . es . Many.companies aie devoting imeensive research to the 

i iis LOE ESS Rae eegee e nm development of peacetime applications of nucicar enc 
| arse Westinghouse Electr Corporation is building for thc 

Atomic Energy Commission the reactor to go io the nation’s 

first full-scale atomicrlectric plant to be operated by [ 

| Duquesne Light Co. Mr. Gwilym A. Price, President and Oe ie 

| | | _ Chaitman of the Board of Westinghouse, has this to , 


say about it... 
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Mr. Gwilym A. Price 

President and 

Chairman of the Board 
Westinghouse Electric Corporation 


“The development of commercial atomic power 
generating equipment is definitely a ‘team’ job. 
For physicists, electrical, chemical and mechanical 
engineers, and many other technically-skilled men 
all work on problems that relate to one another. 

“And, as in all phases of business and industry, 
to know what's going on in the highly-technical, 
rapidly-growing nuclear energy industry, the men 
in the field must read the scientific and industrial 


publications that report new developments.” 
{ 


3,198 Westinghouse Executives are 


SS ae ay. 7 


i % DS Agi xe . When oc ea a ‘ "a s i Apap cote ee 
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Like these key men at Westinghouse, the leaders in every 
field know they must read their business, technical and 
trade magazines to keep aware of advances and devel- 
opments in their industries. 

McGraw-Hill magazines provide this essential informa- 
tion to the 16 specialized fields and industrial functions 


they serve. To gather, analyze and report the news 
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Regular Readers of M cGraw-Hill Magazines 


of industry, McGraw-Hill’s 480 full-time editors travel 
more than two millior’ miles each year. They rely, 
too, on the Company's Research and Economics 
Departments and Washington and World News 
Bureaus. 

Because of this editorial leadership, more than 


a million men in business and industry pay to read 


The Atomic Energy Commission’s scale model of the Ship- 
pingport, Pa. atomic power installation. The plant will be built by 
Westinghouse for operation by the Duquesne Light Company. 


McGraw-Hill magazines. These decision- 
makers are the men who control billions of 
dollars in industrial purchasing power... the 
men your selling message must reach. Through 
your advertising in McGraw-Hill magazines, 
you build up and maintain acceptance of 


your products and services. 
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Your advertisin ge can help 


your salesmen make every 


minute more productive 


Orders for any product that sells to business or 
industry are the end result of numerous sales 
contacts with the men who have a voice in buy- 
ing decisions. Some of these contacts—or steps 
to a sale—can be accomplished faster and more 
economically by Business Publication Advertising. 
Others, particularly the pay-off steps, require the 
specialized skill of the salesman. It’s the combi- 
nation of printed calls and personal calls that 
produces the greatest results. 
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When you apply Business Publication Advertising 
to the job of telling a// prospects what your 
product can do for them, you are saving time for 
your salesman. You are relieving him, at pennies 
per call, of the many preliminary steps that must 
be covered along the way to a firm order. You 
are increasing his productivity by permitting him 
to concentrate his valuable working hours dis- 
cussing product applications and closing sales. 
And you're keeping the door open for future sales. 
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MeGraw-Hill 


‘PUBLISHING COMPANY, INC. 
330 West 42nd Street, New York 36, N. Y. @® 


Headquarters for Business Information 
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Suggestion Systems Get a New Look 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Probably no agency in the field of in- 
dustrial relations comes up more fre- 
quently for critical scrutiny than the sug- 
gestion system. If a company has no 
system, the chiefs must assemble from 
time to time to find out why not, adjourn 
without reaching a decision, and re-as- 
semble some months later to hash it over 
again. If the company has a system, the 
chiefs must meet periodically to discuss 
why there isn’t more active participation. 

There are many fine suggestion systems 
around the country, and ten times as 
many entitled to immediate burial. The 
good ones share a characteristic: They 
are properly organized. The poor ones are 
presumed to be able to function by them- 
selves, without organization, direction or 
top support, and they don’t have a chance. 


® Before embarking upon a suggestion 
system, or dropping an enfeebled one, it 
might be wise to examine a few of the 
roadblocks: 

First, of course, it’s lack of management 
support—management starts a program 
as a “morale-builder,” or because it fig- 
ures the machinery will produce some 
profit-making ideas, or because the fac- 
tory across the lot has a suggestion 
system. When nothing much materializes, 
the props are pulled from under the sys- 
tem, 

Second, the company operations may 
not lend themselves ideally to a sugges- 
tion system—there simply may be no log- 
ical place for a system, however good it 
might be. 

Third, the program is inadequately ad- 
ministered, and the function is under- 
staffed. So decisions on suggestions are 
challenged, and awards are delayed. 

Fourth, employes aren’t clearly ap- 
prised of the ground rules; they don’t con- 
tribute because they don’t know the sort 
of thing the company wants. 

Fifth, there is no consistent, enthusias- 
tic campaign behind the program. 

Sixth, the reward for an accepted sug- 
géstion isn’t considered sufficient. 

Seventh, a suggestion system can get 
monotonous to employes. 


On the Merchandising Front... 


“Did you hear what Old Man Johnson 
suggested?” 


There are probably two dozen others, 
but these should serve. Any one of the 
roadblocks is sufficient to wreck a sug- 
gestion program. 

The concerns with effective programs 
have long since evaded the roadblocks. 
They have set up the suggestion system 
as a specific function of a department, or 
have given it full departmental stature. It 
isn’t a managerial caprice; it’s a service 
to which the company can apply a yard- 
stick at any time it chooses. The effective 
suggestion system generally can show a 
profit on the operation, which is more 
than most service department functions 
can do. 


® Where there is no organized, long- 
range plan, however, a new look seems to 
be coming to suggestion systems: They 
are taking on the appearance of short- 
range contest rather than long-range en- 
terprises. These contests can be held as 
often or as infrequently as the company 


wants. Gro rules can be changed. 
Awards can be varied. Promotional cam- 
paigns can be built so that they hold em- 


ploye interest, because they have only a 
few weeks to go. If the company likes 
the, ts of these short contests, it may 
then install a formal suggestion system; 
if the results are negative, the company 
can\jettison the entire program without 
loss of.face. According to those who have 
tried it, moral is: Keep it flexible and 


you'll keep One 


From Whai College Did You Graduate? 


By E. B. Weiss 

Recently, Procter & Gamble ran a large- 
size display ad in the New York news- 
papers aimed at young people in market- 
ing. The ad listed a self-check list of 
requirements for a job with P&G—and 
one of the points was: 
“From what college 
did you graduate?” 
Please note—the ques- 
tion isn’t: “Did you go 
to college?” And the 
inference is pretty 
clear that, if a young 
man or woman didn’t 
acquire a college de- 
gree, P&G’s marketing 

anette departments were not 
willing to give the youngster employment 
consideration. 

I don’t single out P&G as my “star” 
example of what, in my opinion, is a 


form of discrimination. The employment 
policy of “college graduates only” is pret- 
ty general in the world of marketing. 
Indeed, in some advertising agencies I 
imagine that total educational purity has 
been achieved—although I know this can’t 
be quite true of J. Walter Thompson (or 
at least it wasn’t true at one time in this 
agency) because its new president some- 
how got to that high post without benefit 
of college education! 

Now this is the point where I should 
“confess” that this is clearly an “inspired” 
column. It has a personal axe to sharpen. 
You see, my formal education ceased 
when I was graduated from grammar 
school. 

Consequently, human nature being what 
it is, I presume it is understandable that 
I should rear up and bellow when I see 
a new form of aristocracy growing up in 
the marketing world. And a new form of 


aristocracy it clearly is. 

But aside from the personal feelings in- 
volved, let’s look at this “college grad- 
uates only need apply” policy: 

1. A college education today requires 
a total investment of between $7,500 and 
$10,000. Not all families can scrape to- 
gether that sort of money. 

2. Applications for college admission 
far exceed the available facilities. There 
is little likelihood that this situation will 
improve within the next five years. Even 
applicants with satisfactory records are 
being turned down—especially in those 
universities giving courses in various 
phases of marketing (and bear in mind 
that, actually, the number of universities 
whose curriculum includes really worth 
while courses in advertising, merchandis- 
ing, marketing is discouragingly limited). 
Consequently, even where finances may 
not be the problem of the youngster, the 
admissions hurdle in the colleges and uni- 
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versities “that count” may throw him (or 
her). 

3. True, youngsters have been known 
to work their way through college. But 
it is also true that many youngsters—and 
I speak from experience!—must help sup- 
port their families with the money earned 
from running the first errand. I rather 
doubt that many youngsters could earn 
enough both to keep the home fires burn- 
ing (even if feebly) and pay for the cur- 
rent high costs of a college education— 
and achieve satisfactory scholastic records. 

4. Because our institutions of higher 
education are very much in what could 
crudely—but nonetheless correctly—be 
called a “seller’s market,” the financially- 
starved applicant is, through deliberate 
policy or otherwise, kept at a small per- 
centage of total enrollment. Here, then, is 
another bar that keeps youngsters who 
may have inherited splendid brain pow- 
er, but who—financially speaking—didn’t 


DRAWTHINKS »,@.... 


The COPYWRITER'S Art Course 


Copyright 1956 by Paul Pinson 


Drawthink fits, present it. 


“What a 
Jord pate! ony 


1. Nothing complicated, the person’s 
teeth are clean. The stuff tastes good. 
Or, complex it up: “I won a mate, see 
my white teeth!” 


i'm GLAD 1 ‘ 
PICKEDARS (TV 


3. Note that teeth are a little higher 
than in first toothpaste ad. Glee is 
greater, thinking of cars rather than 
teeth. Even a 6-cylinder. ‘ 


“wan, DIG THAT 
Furhine 


PM pOWee’” 


5. Use when new models come out 
with revolutionary concept, or right 
now for canned soup: “The soup of 
tomorrow, today!” 


Versatile Fat-head Can Pay Off for You 


As it says in the heading, the Drawthink method is to help you 
create to communicate to sell. In this lesson, as in cthers, your free- 
dom to carry on and develop what you see and read here should be 
emphasized. These suggestions are generalized, but when your own 


“Vm Glad, glad, gid, 


"Whata , 
toothpaste! 


2. A black spot changes your story. 
Rough on competitors, if you dared 
suggest that your goo could have 
prevented this. 


/ picked a V-B 
wit. FUTVREX 


Uy 
LUBRICATION!" 


4. By raising mouth to approximate 
center of face, you have gained the 
emphasis needed for such a headline. 
Or vice versa: (1) Draw, (2) Head- 
line. 


FALSE TEETH 
SLiPAneZ 


AMIDA 


6. Remember Smeliy Joe’s father-in- 
law? He can be just as sad about 
other troubles. The art director can 
take it from here. 


Next Lesson: “6 Ways 
to Make Women” 
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pick the right parents, out of college! 

Of course, certain other points could 
be raised. For example, the commercial 
merits of some of the courses in business 
administration, in journalism, in adver- 
tising and selling and retailing and mar- 
keting could be debated. 

But leaving all this aside, here we are 
in a situation in which the marketing 
world of today, and even more so the 
marketing world of tomorrow, is to be 
peopled only by those who have degrees 
from the higher institutions of learning. 
I don’t take the position that this spells 
disaster for marketing, although every 
study I have ever seen of the educational 
achievements of masses of our college 
graduates (including the Draft Board 
statistics) might raise such spectres! 

My point is that an arbitrary, as well 
as a decidedly undemocratic standard has 
been established for entrance into mar- 
keting. If this were an aristocracy of the 
mental elite (something on the order of 
the ancient Greeks), it would still be of 
dubious merit. But the bald fact is that 
our undergraduate bodies of our univer- 
sities show little mental precocity. On the 
contrary, as I have already stated, every 
solitary study ever made of student groups 
shows a rather deplorable mental level. 


® Too many young men and women 
whose mental inheritance, whose inher- 
itance of that vital flow of energy with- 
out which brilliance is not of much use, 
whose courage and stamina are of a su- 
perior order—all are arbitrarily and sum- 
marily being frozen out of employment 
in every aspect of marketing. 

The majority—yes, I am sure the ma- 
jority of businesses in this country that 
have been established for 30 years or 
more (and this takes in most of our giant 
corporations) were founded by men with- 
out benefit of university degrees. Maybe 
those founders would have achieved still 
more if they had completed four years of 
general education at the higher levels. 
I’m willing to grant that. But I suspect 
that many marketing organizations, many 
advertising agencies, would gladly over- 
look their stilted educational require- 


ments for youngsters if they could locate 
applicants with the inherent qualities of 
these founders of our present-day indus- 
trial giants. 

I am reminded, in this connection, of a 
somewhat parallel situation: the employ- 
ment policy that dictates a requirement 
for “experience in our field.” Incidental- 
ly, this same “employment” policy ex- 
tends quite frequently to the selection of 
an advertising agency—you know: “The 
agency we select must have had previous 
experience in our field.” 


® Interestingly, one of the outstanding 
marketing successes of the last five years 
was put over by a group of men not one 
of whom had had the slightest previous 
experience normally assumed to be es- 
sential for a successful marketing achieve- 
ment. I refer to Saran Wrap—generally 
admitted to be one of the outstanding 
marketing programs of the 1950s. 

Sales Manager—a chemical engineer 
whose entire business career had been 
devoted to the development and sales of 
new industrial chemicals. 

Merchandising Manager—a_ sociology 
teacher from our high school who had 
learned his trade helping our customers 
sell their plastic products over their 
shoulders. 

Market Research Manager—an organic 
chemist with four years’ experience in 
industrial market research and no experi- 
ence with consumer products. 

Advertising Agency—a firm well re- 
spected in automotive fields, but one 
which never had promoted a product 
through food channels. 


® Some day, every young man and wom- 
an with the required inherited and ac- 
quired mental equipment will be privi- 
leged to acquire a college education. When 
that day arrives, then this “college grad- 
uate only” policy of the marketing world 
may have both logical and social merit. 

But currently, and for the next ten 
years at least, the “college graduate only” 
policy is as unfair to the requirements of 
modern marketing as it is to the modern 
youngster. 


Looking at the Retail Ads 


elements already wedded, it would be 
possible, of course, to show the legs long- 
er and the flare of the skirt...if that 
were desired. 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

What a pleasing looking ad the one at 
the left is! The long legs are nice. The 
flair of the narrow skirt, and the sleek 
legs help the eye to the footnote, which 
in this case is the headline. 

The wording of the heading is good. 

The main body copy (at the bottom ‘of 
the ad) says “Pick your favorite hosiery 
brand from Blank’s bumper crops of 
names-you-know ... discover how flat- 
teringly glamorous, yet how practical, 
seamless nylons can be.” And so on. Ex- 
cellent copy. 

But it doesn’t say: “Look up to the top 
of the ad to continue your reading.” But 
if a woman wishes to read the brands 
she knows, that’s what she must do. The 
natural thing for her to do is to read 
down—or go on to the next page. 


® The revision at the right shows how the 
same elements could have been used to 
produce a pleasing ad that would place 
no hurdles in the way of easy readership. 

If the ad were being designed from the 
ground up, instead of simply rearranging 


® It is layout’s task to help get ads looked 
at and read. It is not the task of a layout 
simply to present a pleasing appearance. 

In the various things men do, those are 
done best where intensive selection oc- 
curs. Miracle drugs are the result of as- 
siduous study and experiment, and of se- 
lection which narrows and narrows until 
the best that can be born of intense ex- 
periment and application is arrived at. 

The airplane is probably man’s supreme 
example of selection. Where death results 
from lack of selection, or where tremen- 
dou; fuel or other costs occur due to im- 
precise selection—the slightest deviation 
from the best possible silhouette or shape 
of a wing or part cannot be tolerated. 
Even the shape of the head of a bolt, or a 
section of a strut or support is highly 
selective. 

The airplane is beautiful—not so much 
because designers sought beauty, as be- 
cause they sought effectiveness and effi- 
ciency. The plane is superbly true to 
functional requirement. 


Advertising Age, July 16, 1956 


Just Looking... 


Today I am offering the advertising 
business an idea that can save it a 
million dollars a year, without anybody 
except a few secretaries raising a fin- 
ger. 

It consists of four letters: DBTA. 

It’s something like RSVP. Only the 
reverse. Let me explain. 

Let us say that Joe Stetson gets pro- 
moted, fired, switches jobs, makes a 
speech, starts a new agency, lands a 
new account, has an operation, gets 
his picture in the paper, makes a hole 
in one, is elected secretary of the Pota- 
to Chip Marketing Institute, appears on 
tv, wins an award, is made an honorary 
citizen of Wausau, Wis., writes a hot 
letter to AA. What happens? 

Joe gets a lot of letters from his 
friends, and some from people he 

* doesn’t even know. He happens to be 
busy on a marketing plan the client 


By Walter O'Meara 


wants to see the week after next, and 
here’s this pile of mail he has to an- 
swer. 

Well, if Joe’s friends had added just 
four letters—DBTA—to the lower left 
hand corner of their notes, Joe would 
have no worries. 

DBTA. . . Don’t Bother to Answer. 
Get it? That let’s Joe off the hook. 
Saves time of executives and their sec- 
retaries, saves on stamps and station- 
ery, saves peace of mind. I figure con- 
servatively that the total saving to the 
advertising business alone would come 
to a cool million a year. 

This is a tested idea. I have tested it 
on quite a few people and, with only 
one exception, have had very good re- 
actions. : 

The exception was Joe Stetson. He 
said, “Hell, I like to write those kinds 
of letters.” 


DIFFERENCE... 
PLATTERY YOU Gat 


S NYLONS 


Advertising designers, on the other 
hand, often work within areas of selection 
narrowed only by their personal tastes 
and whims. They should work within 
areas of selection narrowed by the re- 
quirements of easiest possible reading, to 
achieve the most possible reading. 


® It is the task of a layout to reach out 
for the utmost in clarity and natural se- 
quence, and accept no substitute on the 
pasis of being “different” or “original,” if 
the difference or originality might reduce 
readership even slightly. In medicine, 
operations that are successful, but in 
which the patient dies are, of course, 
known to be failures. But in advertising 
design, many people have still to learn 


PLATTERY You oat 
SSAMLESS NYLONS 
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that the successful design that reduces 
readership is not fully successful from the 
advertising standpoint. 

We will show, in the next few weeks, 
several more ads that indicate more con- 
cern with an artist’s own tastes than with 
being masterpieces of forthright and su- 
perbly simple communication. 
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Same amount of dollars gives you a 
generous True Confessions half-page 
(an area this big) . . . a space unit to 
really get out and sell. . . and a full 
schedule, every month. Heré is 3 
times the impact, enough room for 
product realism, eye-stopping display, 
brand identity, adequate copy . . . no 
ad competition to fight with on the 
same page. And, most significantly. 
it puts you face-to-face with young 
women with more youngsters-under-2 
per dollar than any other magazine— 
more potential customers. Get the 
facts at your nearest Fawcett office. 
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Can you sell baby pants in 
profitable volume with a little 
5-inch ad, black and white, 
just about the size of this 
one? Run in a woman’s serv- 
ice magazine 11 times, it eats 
up almost $20,000! And let’s 
face it, it’s tough fighting 
to hold your own against 
spreads, big pictures and 
major league pitching. 
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Registers a Protest Against ‘Worthless’ 
Food-Package Premiums Offered to Children 


To the Editor: This letter has 
has been brewing for a long time 
—several years, in fact. Each time 

‘I get steamed up, I resurrect it 
from the back of my desk drawer, 
revise it slightly and have my sec- 
retary retype it. This time I’m 
mailing it! 

I am writing to register what I 
believe to be logical complaints 
against practices being conducted 
by premium purchasers in gen- 
eral, and in particular against the 
premium purchasers for the ce- 
real manufacturers.. 

First, in regard to premiums of- 
fered in conjunction with or with- 
out money and boxtops from food 


packages, mostly cereals, I know 
that the use of premiums, ap- 
pealing to children, is merely a 
tool to sell more cereal of a par- 
ticular brand. Is this because the 
cereal won’t sell on its own mer- 
its, or another way to promote 
sales by fancifully preying on the 
mind of an innocent and trusting 
child and/or of gullible parents? 
The answer is probably 50-50. 

I should like to ask how many 
purchases you, as an adult, have 
personally made in the last 12 
months with which there were any 
premiums offered. When you 
bought your last car, did you tear 
off the hood ornament, send it with 


There’s An 


Easier Way 


To Get Attention... 
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10¢ or $10 to the manufacturer for 
a “seebackroscope?” Or when you 
bought your last suit, did the la- 
bel offer you for the slight incon- 
venience of no zipper and a quar- 
ter “a beanie worn only by the 
inhabitants of Jupiter?” Perhaps 
when you purchased this morning’s 
cigarets or tobacco, you were ad- 
vised to send for “our new cough 
silencer ... guaranteed to iet you 
cough comfortably and not disturb 
others.” Tell me, does your butcher 
offer you free pork chops when 
you buy a roast, or your doctor 
give you a fifth of Scotch as incen- 
tive for an appendectomy? 

No, none of these things happen 
because you are an adult dealing 
with adults, and adults usually re- 
quire full value for merchandise 
, purchased. Probably the nearest 
| you will ever come to any “prem- 
ium practice” among adults is, for 
‘example, when an appliance deal- 
er is so overstocked with washing 
machines or refrigerators, he offers 
|a toaster or other small appliance 
of inferior make as a come-on and 
| thereby reduces his inventory be- 
|fore his taxes have to be paid; or 
|the silverware deal offered by 
‘some companies which takes 
‘months of waiting for receipt of 
merchandise (my wife fell for 
this one and was completely dis- 
gusted because it took three 
months for the item to arrive, and 
/we live not more than 20 miles 
'from the factory). 


® Someone once excused the ce- 


real premium practices, saying 
that it helped Mother make Junior 
eat his breakfast. Tommy-rot, or 
perhaps the spelling should be 
Tummy-rot; one serving of the 
average breakfast food condensed 
to solid matter is about equal to 
one-half slice of toast! 

All right, suppose that as a mat- 
ter of accepted business practices, 
premiums are here to stay; that 


\\they will continue with the altru- 


istic motive that Junior will eat his 
breakfast before he goes to school 
...my Junior is smart, he balks 
at the unpalatability of all cold 
breakfast cereals; that the kitchen 
cupboard shelves are stuffed with 
boxes devoid of covers; that Daddy 
or Mummy (or both) are held up 
for two bits, a dime, or what, so 
that the mailman delivers many 
weeks later some gadget dreamed 
up by an individual who, had he 
put the same amount of time and 
effort toward writing a book, 
might have had a best seller, or 
the same effort expended on a 
mouse trap would result in a four- 
lane superhighway to his door. 


Let’s examine from a practical 
viewpoint what Junior actually 
gets for many eager days of wait- 
ing, each day of waiting heaping 
more disappointment upon its 
predecessor. At last it comes. 
Eager hands reach for a package 
creased in half or well mangled 
by the postal service because some 
penny-pinching, unthinking stoop 
decided that one piece of plain 
chipboard reinforcing would do, 
instead of a doublefaced cor- 
rugated stiffener. Oh well, maybe 
Dad or Mummy can repair it, just 
as they once spent an hour pains- 
takingly gluing many small pieces 
of plastic together, reconstructing 
a locomotive designed to run by 
means of a deflating balloon... 
that is if the balloon hadn’t had 
several pinhole defects. 

On the other hand, suppose 
Uncle Sam’s couriers take unusual 
care and the long-awaited treas- 
ure is delivered intact as was a re- 
cent “Flight Control Sabre Jet 
Plane.” (Oh boy! Doesn’t that 
make the hair on the back of your 
neck stand on end and your blood 
tingle?) Let’s take a look at this 
supersonic, dead-to-the-enemy 
dog fighter, the purchase price of 
which is only one box top from a 
box of cold breakfast cereal and 
the small sum of 15¢ (maybe the 
Pentagon should look into this). 
Someone really thought this one 
out, but the rocks in his cranium 
got in the way slightly. Even with 
Scotch tape, the boon to mankind, 
holding the pylon securely togeth- 
er, it collapsed after an hour’s 
gentle use in the hands of a young- 
ster who is more than careful with 
his toys. The designer really 
slipped when his “motor weight 
pieces” were laid out; some of 
them were too long and too wide. 
Several other minor details, such 
as insufficient die cutting and 
worse than commercially-poor die 
and printing register, were quite 
evident. 

All this points to a few obvious 
fundamental facts which are the 
foundation for any successful 
business and need not be reiter- 
ated here. Granted, premiums are 
a necessary evil, but must the 
premium necessarily be an outright 
chisel in the form of cheap, poorly 
designed and actually worthless 
merchandise? Industry in general 
for some years now has been con- 
scious of quality control in the 
manufacture of products. Why 
can’t the premium purchasers de- 
mand, if not a quality, a worth 
while item? Mothers and fathers 
across the nation would probably 
gladly pay 50¢ or even a dollar for 
something with intrinsic value 
which Junior could use for more 
than an hour without running into 
repairs and utter disillusioning dis- 
appointment. Is this the way we 
build faith in advertising in the 
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minds of our children? Why can’t 
the premium be started in the 
right direction by properly packing 
the item for safe delivery, as well 
as be sure that a prompt delivery 
is made? The cereal manufacturers 
don’t stand for halfway measures 
when manufacturing their prod- 
ucts ... why do they stand for less 
than halfway measures for their 
premiums? 
Wi.Lu1aM S. ROBOTHAM, 
Farmington, Conn. “\ 

P. S.: And while I’m on the sub- 
ject of a form of advertising, I 
should like to inform the manufac- 
turers of more than several food 
products that we are no longer 
buying their products because of 
their lack of good taste in pre- 
senting their sales message on tel- 
evision spots. We try to teach our 
children proper table and eating 
manners. Should all our efforts go 
in vain because the tv screen shows 
two children with dirty hands and 
faces eating Blanks Tasty Tid- 
bitties like PIGS? 


Hits the Right Key 

To the Editor: I found the en- 
closed ad printed in the New York 
Times on June 21 very charming 


SORRY PLEASE! 


«++ The Goddess of Five Paid us an 
Unexpected Visit. We will need « 
Few Weeks te Re-decerate our 
Restaurant. 

Sincerely, JOMN SHU 
PEKING RESTAURANT 
#45 2nd Ave. MU 7-6636__) 


and I received a quiet chuckle out 
of it. 
Thought your other readers 
might enjoy it too. 
Sam BUSHMAN, 
Philadelphia. 


Ad Class Beat Kellogg 
with a Quick-Pop Tablet 

To the Editor: Your issue of 
June 25 carried a front-page news 
flash to the effect that Kellogg 
Co. is testing a new product 
called Fizz-Ade in the Los An- 
geles market. The product is a tab- 
let that makes a carbonated, fla- 
vored drink when dropped into a 
glass of water. Leo Burnett is the 
agency. 

I have received anguished tele- 
phone calls and mail on this sub- 
ject from former students of mine 
at the Columbia University Grad- 
uate School of Business. I teach a 
class there called Advertising 
Agency Operations and Manage- 
ment, and each year we organize 
the class into a mock advertising 
agency and handle an advertising 
campaign just as an agency does. 
In the spring of 1953 and of 1954 
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we handled a hypothetical prod- 
uct. It was a tablet that, when 
dropped into a glass of water, 
produced a flavored, carbonated 
drink. We called our product 
Quick-Pop. 

In this project we received gen- 
erous help from the J. M. Mathes 
agency. As Mathes is the agency 
for Canada Dry, it possesses ex- 
ceptional experience in the soft 
drink field. Our Mathes friends 
worked out their own campaign for 
the hypothetical soft drink tablet, 
and a group led by Ted Okie, now 
president of the agency, presented 
their solution to us at the con- 
clusion of the school term. Our 
class then presented its own so- 
lution to the Mathes group. Then 
we compared our efforts. 

Some advertising people, espe- 
cially those who have never taught, 
like to criticize the teaching of ad- 
vertising as unrealistic. Here is 
one case where the students were 
some years ahead of one of Mr. 
Burnett’s clients. 

ROGER BARTON, 
Caldwell, N. J. 
° ° ° 


Adds Details to Report on 
British TV Measurement 

To the Editor: I was told about, 
the interesting article of “Uncle| 
Arthur” [A. C. Nielsen], as he is) 
affectionately called in Britain, | 
while on a trip in Canada, so, 
couldn’t read it myself until) 
now. While first thanking you for 
the attention paid to us, may I. 
please have space to correct an. 
omission and a couple of allusions | 
which may be misleading to a 
reader unfamiliar with the British 
tv operating plan and hence de- 
rogatory-sounding, which. I’m 
quite sure was unintentional. 

The article omitted to state that 
the advertisers and agencies of 
Britain, who worked with the Att- | 
wood group for some six months | 
ahead of British commercial tv to 
produce the type of service re- 
quired by its somewhat peculiar 
selling plan, are in many cases 
branches or offshoots of U.S. com- 
panies with years of experience of 
Nielsen services of all kinds. Sec- 
ond, the Attwood group is by far 
the largest and most sought-after 
marketing research organization in 
all Europe, with a background of 
at least 15 years in that position. 
To imply that any of these “tough-— 
ies” in international marketing 
would either give or take a beating 
to favor anyone, is a little hard 
to believe! 

The implication that the two 
services are comparable might also 
mislead one who has aot received 
both services. A mere glance at 
both reports for any week will 
show that Television Audience 
Measurement, London, is a 52- 
week service, delivered in four 
days every week, with every com- 
mercial minute both monitored and 
costed for the entire seven days— 
plus, of course, the usual 15-and 
30-minute program ratings. 

I have sent your interesting 
article to Mr. Attwood for his com- 
ments. If, meanwhile, anyone 
would like to study the operation in 
detail (not a plug for business by 
the way!) I have typical examples 
here in my office—of last week’s 
results by the way! 


J 
Agrees with O'Meara 


He Has No Feara 
To the Editor: 

I'll agree with Walter O’Meara: 
Psychologists could be lots clearer. 
As for doctors on nicotine 

And the dentists on fluorine 
Their clarion warnings I no heara; 


comb-Sammons team (AA, June 
11, Page 84) as assembling at 
Ithaca, I looked in vain for the 
names of any such pioneers as 
Homer, Moses, St. Paul, Guten- 
berg, Morse, Bell or Marconi. 

Recently, though, you carried 
the news that one of our largest 
business paper publishers was set- 
ting up a “communication de- 
partment.” There are “communi- 
cation specialists” who merely in- 
Stall telephone apparatus. Then 
again, among some learned “offi- 
cial organs,” a “communication” 
seems to be something that ranks 
a bit lower than a “paper” or a 
“contribution.” 

The French have an “Academie” 
to guard the “purity of the lan- 
guage.” Growth of the American 
language is largely influenced by 
the advertising fraternity. Their 
making and using of the many new 
words followed by the little cir- 
cled Rs and Ts is obvicusly in the 
service of their employers. 

But in whose service do they 
take a simple word like “com- 
munication’’—meaning, according 


|to my dictionary, “the act of com-' 


municating”—and mysteriously 
impute to it so many apparently 
exclusive meanings that if we want 
to do any real communicating 
we'll soon have to use some other 
word that hasn’t been contorted 
into so grievous a state of uncom- 
municativeness? 

Do we, too, need an 
emy”? 


“Acad- 


Harris K. Ranpa t, 
Business Communications, 
Chicago. 

a * e 
Reread Martineau, Cox 
Suggests to Martin 

To the Editor: Cox puts pox on 
Martin’s pox on Martineau (AA, 
June 18). 

Copywriter Martin should watch 
his words! 

Social scientists have known for 
years—even decades—the failure 
of words as conveyors of informa- 
tion in our culture. See what the 
late Elton Mayo, respected Harvard 
Business professor, said in 1945 in 
“Social Problems of an Industrial 


Civilization” (Chapters 1, 2 and 6). 


Shakespeare wrote for what Ma- 
yo called an “established” society. 
Our society, by contrast, is no 
longer such, but what Mayo termed 
“adaptive,” quite a difference— 
and words have become devalued. 
(Walter Lippmann, “Public Opin- 
ion,” 1922). 

As to the Bible—bless it, in- 
deed. Writer Martin might do well 
to look at Vaihinger’s Philosophy 
of “As If,” where he would learn 
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that dogma rests on faith. Here 


| words are effective, but only to the 


faithful. 

All copywriters need not fold 
their tents but let them, too, learn 
from the readily available sources 
of knowledge untapped from the 
social sciences. 

Martin should reread Mariineau. 

Davin M. Cox, 

Cox & Cox, Public Relations, 

Chicago. 


Write us today for Sample Reel 


YOUR TV SPOTS REQUIRE EVE- 
CATCHING MOTION ON A CONSERVATIVE 
BUDGET, TRY STOP MOTION FILMS! 


Much. much lower in cost than full animation (which 
we also do for the heavier budget), Stop Motion gives 
IMPACT to your TV sales memage at LOW COST 


they Buy More because they Have More! 


@ For example, in 1955, Automotive Store Sales in Met- 
ropolitan Indianapolis were almost $200,000,000 . . . twice 
the average for the nation’s 200 leading counties.* 
That’s because the average income per family in this 
great market is $6,669.00—39.3% above the national aver- 
age—and 10th among cities of 600,000 and over.* 
In addition, Indianapolis has many other essential mar- 


ket advantages for you, too! 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


? 


* Sales Management, Survey of Buying Power, May 10, 1956 
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THE INDIANAPOLIS STAR 


SALES 


>T TEAM FOR 


> It’s Bic . . . over 600,000 population. 


> It’s Sreapy . . . unsurpassed for diversification and 
balance of industry and agriculture. 


> It’s Easity REACHED .. . you get saturation coverage of 
the metropolitan area, plus an effective bonus coverage of 
the 44 surrounding counties in The Indianapolis Star 
and The Indianapolis News. Write for complete market data. 


IN 


: ony v * ‘ ’ va 
ee ‘i 
a 
3 BIGNESS = 
: TV BUDGET? Aeys ; 
LOw y aga "Ox, i 
? gag gu : 
, : BCHICAGO, mL. = 
amet 9235 WABASH i 
; Pes Gad be ‘ 
af os EE NEW YORK, WY. 7 
y F ae 241 W. 44th Se. 
‘ my ee heeeereecee ss 
ee ; 
) : sia Lone : betes Bid de er ek Pe: Pies me a ay x ena pe pm: be tn Pear Dice: <0 abbas 5 ae a 
ee a ~ T 3 3 2 +“) be atta Ie ots ; 
= a 21 ee eee eh —a. ee i >" aaa ee Rae 
a edge ole : ‘a rig we bod 1c ane Sew, : 

R x A ~<A > _—” BS Ru Pe a : é ja 3% : ak = 
af Me : one ., . i “> @ es *¢, a aay 
se!) hee 5 
i) ’ eee . eae - ee — _ e “ann 

,. * Le » 7 may Tom ol j Me > soe “te et lit % t.. 
= ee = page a “ Soap state . stutel oe Ps 
y is “T= 77 ee- |e — _ Baa S 
| ns er ae (St 
, a Be — | ge SR fae RR = 
- ee ; : 2 an oan ; Br ee me 
Ye- a ae * i co ae Ls 3g AS af 
Pod ee gst He — - [- tw f\ S Eas AD pia : 
; oe ee ; ne . — AS omy 88 <. re 
a ve | Pelee, QE hse ra rt Tig Sak» § 
BFE Sia ie i mi | U) SIRE. FS tne 2 tg! - 
4 °¢ i. ae hs ts ; ‘= a oi ow : aa ) . 3. p Ms *. f 
iy . *. a ie: eae x ae. v1 ou 2 OS - eu ¢ ns ee “Oss Sen" 4 j 
5 * ea > em eter : 2 es eee eS. *. ’ 
¢ / OS 3 ary os Ns "a oa "Sigs 
%| | aaa bin “OOM ee ty 
, a yar . ‘ji "\. qe = ee | Gaiam certs, ee » 5 
=, ewe : Pe. ee ee ae hee = ner ; 
I Vile “Pte eS A aA tes 9 8.055 ae s: oy 7, aa a yy ae 
RDF ASE... “t VEG ee = ad a a NES : aoe oer a ¢ 2 
Ts, & . Ay CP. he "Hs, 7 eG . pee wi nee vam . "THe 
LANES ‘ AY ME.) « ras 5 «i Sar a aoa ee . ; 
ae I w 4 Lee aie Fone WSC ee ar 
BP TAY | tetera DEF. a > 
ot] yd | Papa [es Simca a. | 
<$ 5 P Se ai ; : aed . Te ay fig | Tia : 
«’ = yi a coe Ld 2s bed \ * , 
eee NUE Lo! Mm he a MUsisz208 Wein ; 
air by le 4 Y 2: . = ‘ . ‘ie wettant® [132203] x 
& cm a kh 1 ~ t+ te , . “ 
+ at sae _" tee os — ) 
<< tal OLS Wiring : 
a ‘ e ¢ oe ie 
. ‘ e haar 
| N \NDIANAP ci Ses % 
Guy BoLtaM, 5 
New York. ae 
ee : 
: SF ae Pegg mae ay hs 
ghiivens ae 2 ee ee : 
; Danger >i poison I no feara. \ Ltt aH « = ee wy ME freien ae ie 
RicHarp B. SIcHEL, Mf: 5 S : ae rane ot oe a 
Promenade, New York. oh es ie OY Sg oe 2 
. P - —oo re , eet ies , he cP 4 
Cites ‘Communication’ As J a aa oy | Ps 
Loser of Original Meaning . me A = face ) : 

To the Editor: Among the “pio- THE INDIANAPOLIS NEWS oe ne 
neers in communications,” so in- PAS 
terestingly reported by the New- ee 

Tex 
a a =, Saeee ae ae ee gt eae ee oe ae. ca : Ae eel) sary a a ee co; seers oe. Paes cc ce + ee ee E. aie S rai a ; Se art ‘oe xt . 


WE SELL ADVERTISING | Screen Gems Claims Record 
FOR ALERT —— | With 9th Network TV Series 
itaial Wl Screen Gems, New York, has! 
peek ene . oe [claimed a record with the sale of 
necded, where fet its ninth network series for the 
ritories ore larger, 1956-57 season. The film produc- 
we specialize in ® | tion-distribution subsidiary of Co- 
solving publishers ; |lumbia Pictures Corp. said no oth- 
problems of od m ier independent producer could 
sales and service. match this record. Latest Screen 
11-state coverage Gems package to get a sponsor 
from two offices. i | is “Tales of the 77th Bengal Lan- 
: cers,” which was sold to General 
“Dutch” Banister, “*.|Foods Corp. for presentation in 
the fall. Time for Jell-O was 
bought through Young & Rubi- 

|cam. 
Other Screen Gems shows that 


LOS ANGELES - 2550 Beverly Seuteverd | will be on the networks this fall 


SURE STRIKE! 


Mandtacturers vi usmung tackie ana related lines 
can't miss get 


covering 


Lowrence 


NEW JOB8S—Craig Lawrence, vp in charge of CBS-owned tv stations, 

congratulates Clark George and James T. Aubrey Jr. Mr. Aubrey, 

formerly general manager of KNXT, Los Angeles, and the Columbia 

Television Pacific Network, has been named manager of network 

programs of CBS-TV in Hollywood. Mr. George succeeds him as 
general manager of KNXT-CTPN. 


11,047 seiected top tackle dealers Hie ym Mn 
FISHING TACKLE TRADE NEWS 


WILMETTE 
HLINOIS 


include 


“Circus Boy” 
NBC), 


some films for er, 


ied] ©=WANT TO SELL THE 


7 


quarters, 716 N 
acquaint you with all the facts. 


trade shows 


NATIONAL SHOW 
Feb. 3-7, 1957 
Morrison Hotel, Chicago 

Sporting Goods Industry's largest trade 
the since 1930. 

Ove: 400 manufacturers clreody assigned. 
altendonce last year 7000 Sporting Goods 
Decters ond jobbers. 


aie Cy 
B tag 


national consumer promeéifons 


SPORTS GiFfTS 
j Mev. 19 issve 
SPORTS MLUSTRATED 
Dec. lssve BOYS’ LIFE 
Miwstrcted cooperative od sections with com- 


piete merchondising tor ali dealers to sell more 
sporting goods for Christmas 


merchandising heip 


SURVEY OF CURRENT CONDITIONS 
IN THE SPORTING GOODS MARKET 


EASTERN MARKET 
Oct. 7-10, 1956 
New York Trade Show Bidg., 
New York 


Arrwel show for Eastern 
Deoiers and Jobbers. 


wate For 


(Reynolds |““Play-House 90” (Ronson, Sing- 


Bristol-Myers, CBS), “Ford 
|'Theater” (NBC), “Father Knows 
Best” (Scott Paper, NBC), “Rin 
Tin Tin” (National Biscuit, ABC), 
“Tales of the Texas Rangers” 
(General Foods, Curtiss Candy, 
CBS), “Captain Midnight” (Oval- 
tine, CBS) and “Western Hour 
Theater” (NBC). The company 
also is syndicating 11 series. 


United Parcel Starts 
Transcontinental Service 

United Parcel Service is start- 
ing a new service for light parcel 
delivery on a transcontinental ba- 
sis. The new service, with rates 
competitive with parcel post, will 
utilize the company’s present 
ground delivery service combined 
with a new type of coast-to- 
coast air service as the connect- 
ing link. 
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‘BofA Publishes 
Ad Budget Guide 


New York, July 10—A 64-page 
pocket-size handbook, “How to 
Budget Advertising for Bigger 
Volume, More Profits,” has been 
published by the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn. 

Written by Budd Gore, former 
publicity director of Halle Bros. 
Co., Cleveland, and now retail ad- 
vertising manager of the Chicago 
Daily News, the book contains a 
step-by-step description of how 
advertising builds volume. Prob- 
lems of budget size, timing and 
reserve funds are discussed, and 
ten benefits of budgeting are list- 
ed. 

Included in the handbook is a 
20-page budget guide giving case 
histories of successful retail ad- 
vertisers in a variety of categories 
including apparel, appliances, food 
stores, hardware, tire dealers and 
others. 

Member newspapers of the BofA 
will be distributing the handbook 
to advertisers beginning this week. 


Olympic Radio Buys Presto 

Olympic Radio & Television 
Inc., New York, as part of its ex- 
pansion into the electronics field, 
has bought Presto Recording 
Corp., Paramus, N.J., a tape and 
sound-recording instrument man- 
ufacturer, Presto will retain its 
present management and will op- 
erate as a wholly owned subsid- 
iary of Olympic. 


Johnston Joins Pines 

Joseph Johnston, formerly with 
Macfadden Publications Inc., has 
joined Pines Publications Inc., New 
York, as assistant circulation man- 
ager. 


Dragnet (Chesterfield, NBC) 


Nielsen Radio 
Two Weeks Ending June 9, 1956 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience? 


Program 
ENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 


You Bet Your Life (DeSoto-Plymouth, 


NBC) 


EVENING, MULTI-WEEKLY (AVERAGE FOR 


3 Lowell Thomas (Delco Batteries, CBS) 


1 News of the World (Miles Labs., NBC) 
2 One Man's Family (Participating, NBC) 


ALL PROGRAMS) 


WEEKDAY (AVERAGE FOR ALL PROGRAMS 
Helen Trent (Toni, CBS) 


) 


Young Dr. Malone (Toni, CBS) 


Young Dr. Malone (Toni, CBS) 


Wendy Warren (Hazel Bishop (CBS) 


Young Dr. Malone (Toni, CBS) 


Wendy Warren (Standard Brands, CBS) 


Wendy Warren (Philip Morris, CBS) - 


Ma Perkins (Procter & Gamble, CBS) 


ow@nO WA WH = 


— 


Guiding Light (Procter & Gamble, CBS) 


Young Dr. Malone (Toni, CBS) 


DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) 
1 Woolworth Hour (F. W. Woolworth Co., CBS) 
2 Robert Trout-News (Chevrolet, 10, CBS) 


DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) 


Comprehensive study of changing conditions in a changing 
market. Avoiloble to interested monufocturers. 


dealer, jobber contact 
ASSOCIATION MONTHLY BULLETIN 
“SELLING SPORTING GOODS” 


Timely news, odvice and help for Sporting Goods Jebbers 
ond Dealers. Advertising accepted. Avdited by BPA 


- “MR FACTS ON Tees 


 “BRAION DOLLAR 
eK ET 


1 Gunsmoke (Liggett & Myers, CBS) 
2 Robert Q. Lewis (Milner, CBS) 1,324 
3 Allan Jackson-News (Chevrolet, 1, CBS) 1,324" 
*Number of homes is based on 47,300,000, the estimated July, 1956, total U.S. radio 
homes. : 
tHomes reached during all or any part of the program, except for homes listening 
one to five minutes (formerly designated the “Nielsen-Rating”). For five-minute 
peas, pats Sere 0 oe Se See 
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Conventions 


Coming 


*Indicates first listing in this column. 
July 22-27. Photographers’ Assn. of 
America, annual convention and trade 
show, Conrad Hilton Hotel, Chicago. 
Aug. 13-18. Affiliated Advertising Agen- | 
cy Network, annual meeting, Reno, Nev. 
Aug. 24-28. Ma'‘'l Advertising Service 
Assn., 4th annual convention, Drake Ho- 
tel, Chicago. 
Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N.Y. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 


. Midwestern Advertising 
Agency Network, 4th quarterly meeting, 
Drake Hotel, Chicago. 

Oct. 8-10. American vers 
Assn., 60th annual convention and exhib- 
it, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Newspaper 
Publishers Assn., annual convention. 
Bellevue-Stratford Hotel, Philadelphia. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., afnual convention, Chicago Athliet- 
ic Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 
Chicago 


Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chicago. 


Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 


Krebs Joins Galbreath 

Clyde L. Krebs has been ap- 
pointed vp in charge of Chicago 
operations of Galbreath Picture 
Productions, Fort Wayne, Ind. 
Mr. Krebs was formerly an ac- 
count executive and sales promo- 
tion manager of Sarra Inc., Chi- 


cago. 


FROM ACROSS THE SEA—Twelve Austrians, officials of chambers of 
commerce, visited the Reuben H. Donnelley Corp., Chicago, in the 
course of an American tour sponsored by the International Coop- 
eration Administration. Shown here is Dr. Herbert Salzbrunn 
(right), director of the Institute for Economic Promotion, Federal 
Chamber of Commerce, and head of the Austrian delegation, with 
David L. Harrington, board chairman of the publishing and direct 
mail organization. 


‘Catholic Press Directory’ 
Shows Circulations Up 
Circulation of Catholic newspa- 
pers and magazines published in 
the U.S. reached a new high of 
22,700,000 in 1955 as compared to 
21,500,000 the previous year, ac- 
cording to the new Catholic Press 
Directory, compiled by the Catho- 
lic Press Assn., New York. The 
directory lists 128 newspapers and 
433 magazines in addition to a 
Canadian listing of 33 publications. 
Complete rate-card listings are 
carried on 101 weekly U.S. dio- 


cesan newspapers, two nationally 
circulated weeklies, 25 U.S. for- 
eign language and nine Canadian 
papers. 

Magazine rate card listings are 
also given to 137 U.S. Catholic 
publications and 13 Canadian mag- 
azines. A collection of facts on the 
“Catholic Market,” which the di- 
rectory terms the “largest special- 
ized market in the U.S.,” is includ- 
ed. 


Col. Condron Named Director 
of Air Force Promotion 
Col. John E. Condron, who has 


been at Washington headquarters, 
\has been assigned to the 3500th 
Air Force recruiting wing at 
Wright-Patterson Air Force Base, 
Dayton, as director of advertising 
and publicity for Air Force re- 
cruiting. He supercedes Maj. David 
B. O’Hara, who remains as deputy 
director. 

The recruiting program is under 
the direction of Brig. Gen. Arno 
|'H. Luehman. Ruthrauff & Ryan 
| was recently renewed as the agen- 
\cy handling the account (AA, June 
|4). 
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TIME and DEADLINES 


| You can’t extend TIME, borrow it, or | 
afford to lose it, so make the most é 


of it by calling P&A to meet your 
DEADLINES. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 


PsA 


SERVICE : 
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«ouis Harris Leaves Roper, 
Launches Research Company 

Louis Harris has resigned as a 
partner in Elmo Roper & Asso- 
ciates to form his own market re- 
search company, Louis Harris & 
Associates. The new company will 
have offices at 350 Fifth Ave., New 
York. It is starting operations with 
continuing clients in the brewing, 
electric power, publishing and 
metals fields. 

Mr. Harris announces that he 
will offer clients a fully integrated 
service, including management 
consulting. Mr. Harris, who has 
been with Roper for nine years, is 
the author of “Is There a Republi- 
can Majority?”, published in 1954. 
His chief associate will be John F. 
Kraft, also formerly with Roper. 


Colonia to Robert Conahay 
Colonia Inc., importer of per- 

fumes and toiletries, has appointed 

Robert Conahay Inc., New York, 


to handle its advertising. The ac- 


count was previously handled by 
_ Weiss & Geller, New York Inc. 


Isn't it checking available sources 
for the latest data compiled and 
published? Thus the researcher 
knows where he must start to pin- 
point the type of information 
which is needed for a particular 
marketing program. 


Because the 556-page Annual 
Market Data & Directory Num- 
ber of Industrial Marketing is 
saving so much time and energy 
for so many marketing men, we 
suggest it can be exceptionally 
helpful to you, too. 


It contains basic data about every 
important industry and trade in 
the U.S. and Canadas. The infor- 
mation is based not only on gov- 
ernment statistical services, but 
also on market research published 
by trade associations, business 
publications, etc. 


It also gives you basic data about 
business papers that reach any 
given market. Covers over 2,500 
business papers. Indexes them by 
field served. Gives ad rates, cir- 
culation, page size, name of the 
editor, etc. 


It’s really an amazing book—the 
only one of its kind in the world. 
If you are at all interested in ad- 
vertising and selling to business 
and industry, you definitely 
should try the Industrial Market- 
ing service which includes a 
monthly copy of IM plus the 
556-page Annuai Market Data & 
Directory Number, June 25th — 
all for only $3. 


Mail Coupon Today 


INDUSTRIAL MARKETING 
200 E. illinois St., Chicago 11 
Enter my year’s trial for $3. 
My money back any time I'm 


(0 $3 enclosed () Biff firm [) Sill me 


FCC Examiner Says 
Pittsburgh TV Permit 
For WWSW Is Okay 


WasuincTon, July 10—A Feder- 
al Communications Commission 
hearing examiner has issued an in- 
itial decision proposing to reinstate 
a permit which had been issued to 
WWSW Inc. last July for a tv sta- 
tion on Channel 11 in Pittsburgh. 

The station would become the 

second commercial vhf station in 
the Pittsburgh area. At the present 
time KDKA-TV on Channel 2 and 
|WENS on uhf Channel_16 each 
| have affiliation arrangements with 
‘all three networks. 
Examiner Hugh D. Hutchinson 
|held additional hearings after 
|WENS protested that irregulari- 
| ties were involved in the merger 
lof WWSW Inc. and Pittsburgh 
Radio Supply House Inc., a rival 
applicant for Channel 11. 


® In his decision last week, which 
is subject to final review by the 
commission, Mr. Hutchinson de- 
nied that any violations of FCC 
rules were committed. 

The protest hinged on charges 
that the merger of WWSW Inc. 
and Pittsburgh Radio Supply 
House Inc. resulted in a new 
| WWSW Inc. which allegedly con- 
trolled two radio stations serving 
the same market. The examiner 
found, however, that the merger 
agreement would not be fully com- 
pleted until one of the stations 
was sold. 


Hawaiian Hotel in Drive 

Promotion for the Hawaiian 
Village Hotel, Honolulu, opened 
on the U. S. mainland last month in 
22 Sunday newspapers. The sched- 
jule calls also for monthly single 
column b&w space in Sunset 
Magazine and Westways starting 
in July and running through 1956. 
Cole & Weber, Seattle, handles the 
| account. 


Harris Named Exec VP 

William R. Harris, vp and gen- 
eral manager of the Newark op- 
erations of United Advertising 
Corp., outdoor advertising compa- 
ny, has been named exec vp of the 
corporation and its 17 subsidiary 
companies in New Jersey, Pennsyl- 
vania, Connecticut and Maine. He 
will make his headquarters in 
Newark. 


* STUDIOS IN BOTH CITIES 
* 316,000 WATTS 
* BILLION DOLLAR MARKET 


Ask Your 
Avery-Knodel 
Representative 


Box 9697, Tue, Okle. 


“Ty has created a new set 


of problems for agencies.” 


You Ought to Know - « C.E. Claggett 


Charles E. Claggett, dynamic 
new president of Gardner Adver- 
tising Co., St. Louis, believes an 
agency is only as good as its per- 
sonnel. 

The genial, 48-year-old execu- 
tive of one of St. Louis’ two larg- 
est advertising organizations says 
his agency seeks to hire creative, 
imaginative, industrious individu- 
als. Aptitude and psychological 
pre-hiring tests are given prospec- 
tive Gardner employes. 


“Once hired,” he explained, “we 
give an individual a _ thorough | 
training period and then, as is| 
warranted, a chance to move up 
the ladder according to his partic- 
ular abilities.” 

He added: “We stress teamwork | 
with leaders in each of the agen-| 
cy’s various units—copy, research, | 
art, production, media, etc. For 
example, there is the copy group 
under a copy leader. A copywriter 
can eventually become the new 
copy leader and, later, copy chief.” | 


e Mr. Claggett said Gardner’s 
team arrangement guarantees 
strength, depth and room for ex- 
pansion. Generally credited with 
giving Gardner new life and vigor 
since he took over the top execu- 
tive reins last November, Mr. Clag- 
gett reported that “if the compa- 
ny’s current rate of billing holds, 
it could be the largest in the com- 
pany’s history.” 

Mr. Claggett, born in 1908 in 

Jefferson City, Mo., obtained an 
A.B. degree from Princeton in 1931. 
At the university, he was a mem- 
ber of the Cottage Club, Princeton 
Triangle Club, Varsity Club and 
Board of Athletic Control. In 
sports, Charlie Claggett was cap- 
tain of the Tiger’s gymnastics 
team and was intercollegiate cham- 
pion in three events. He also was 
coxswain of the 150-Ib. rowing 
crew. 
He joined Gardner as a copy- 
writer in 1931, after previously 
serving as a special correspondent 
of the St. Louis Globe-Democrat 
(1924-27). After holding various 
positions in creative departments, 
Mr. Claggett established the agen- 
cy’s radio department in 1935. In 
the new position, he created and 
produced many outstanding net- 
work programs. For example, he 
developed the famous Tom Mix 
show which pioneered the now tra- 
ditional radio and television pro- 
grams starring cowboy heroes. 

In 1940, he became account ex- 
ecutive and two years later was 
elected a vp. He became a member 
of the agency’s board of directors 
in 1950 and assumed the presi- 
dency when his predecessor, El- 
mer G. Marshutz, head of Gard- 
ner since 1934, became chairman 
of the board. : 
se Mr. Claggett, who lives with his 
wife and four children in suburban 
Ladue, tabs marketing as the big- 
gest field for expansion in adver- 


tising. He deplores the term “huck- 


ster” and calls it “an unfortunate 
word which gives the public the 
wrong slant on our business.” He 
adds: “Advertising certainly is of 
a higher business and moral stand- 
ard than ‘huckster’ implies.” 

As for television, Mr. Claggett 
opines that the relatively new me- 
dium has “created a whole new 
set of problems for agencies, re- 
quiring bigger, more _ versatile 
staffs to handle tv accounts, which 
may be highly technical and pe- 


“‘Huckster’ is an unfortunate 
word.” 


culiar according to their local and 
regional aspects.” He termed tv 
“one of the most powerful media 
we have, providing it’s properly 


“Cost of operation, due to rising 
expenses, as well as the complexity 
of such new media as television,” 
Mr. Claggett said. 

Despite a full schedule of work 
at Gardner, he still manages to 
find time to be with his family and 
participate in various civic-busi- 
ness activities. He is a member of 
the boards of Mercantile Commerce 
National Bank, Group Hospital 
Service Inc., Barnard Free Skin 
and Cancer Hospital and the St. 
Louis Children’s Hospital. He also 
is fire and police commissioner of 
Ladue. 


CBS Radio Sells News 

Procter & Gamble, Cincinnati, 
has bought two five-a-week, five- 
minute news programs over CBS 
Radio. One will be heard at noon, 
the other at 2 p.m., EDT. Time was 
bought through Benton & Bowles. 
Five minutes of Sunday night 
news on the same network is be- 
ing sponsored by Brown & Wil- 
liamson Tobacco Corp. (Ted Bates 
& Co.). 


Premium Club Elects Slate 

The Premium Merchandising 
Club of New York has elected 
Robert Anderson, Thos. J. Lipton 
Inc., president. Other new officers 
are Val Jurgell, Premium Buyers’ 
Guide, 1st vp; Rudy Hotarek, E. G. 
Bentley Co., 2nd vp; Marjorie 
Chapman, Sullivan, Stauffer, 
Colwell & Bayles, 3rd vp, and 
Kenneth Maisch, B. T. Babbitt 
Inc., secretary-treasurer. 


‘Imported’ Foods Move 


Sell ‘Non-Mass’ 
U.S. Market, 
Canadian Urges 


Orrawa, Ont., July 10—The 

commercial secretary of the 
Canadian embassy in Washing- 
ton says Canadian food produc- 
ers could cut themselves a 
healthy slice of the American 
market through the simple use 
of the word “imported” on their 
labels. 
. Writing in the July 7 issue of 
the weekly periodical “Foreign 
Trade,” published by the Cana- 
|dian Department of Trade and 
|\Commerce, E. H. Maguire in- 
dicates that American food pro- 
ducers must invest heavily in 
advertising and provide elabo- 
rate packages and containers, 
putting emphasis on eye appeal, 
if they want to obtain mass dis- 
tribution. 

Mr. Maguire said his advice 
was intended to give Canadian 
manufacturers of jams, jellies, 
marmalades and confectioneries 
some basic information on en- 
tering the U. S. market. 


s “Many domestic (American) 
preserves are highly adulterat- 
ed and rather expensive,” he 
writes. “Attractive labels and 
containers with a secondary 
use, such as tumblers and stem- 
ware, usually are depended up- 


5 jon for sales appeal.” 


Millions of Americans, how- 
ever, still are primarily inter- 
ested in the contents, rather 
than in the package, he said, 
adding that they often turn to 
imported foodstuffs. 

“The word ‘imported’ on a 
label suggests to the discrimi- 
nating shopper a quality prod- 
uct,” he said. “It is probably 
true that it is a greater factor 
in impulse sales than an elabo- 
rate package or container is, 

ly in the case of jams.” 

United Kingdom manufac- 
turers enjoy a good trade ~ 
these foodstuffs, Mr. Magui 
continued. A table accompany- 
ing his article shows that U.S. 
orange marmalade imports 
jumped from close to 2,000,000 
Ibs. in 1951 to nearly 3,000,000 
Ibs. in the first 10 months of 
55. Most came from the U. K. 


@ Mr. Maguire said the steady 
increase in population in the 
US., plus the rise in living 
standards, was resulting in in- 
creased sales of imported goods. 

He said Canadian manufac- 
turers of jams, jellies, confec- 
tioneries and sweet biscuits 
were well placed to take advan- 
tage of these sales opportunities 
because of their nearness to the 
market and because, in some 
cases, they have advantages 
over U.S. producers. 

Because of high price sup- 
ports in the U.S. and higher du- 
ties on some raw materials, 
“Canadian producers may pay 
less for many raw materials 
than U.S. producers do,” he 
said. 

“Moreover, in all of these 
lines, the level of U.S. duties is 
reasonable. European producers 
now enjoy the major portion of 
the market for these imported 
foodstuffs, but there is reason to 
believe that Canadian laid-down 
costs are not far out of line 
with European laid-down costs, 
especially in inland cities.” 


@ The fact that American food 
manufacturers have tended to 
cater to the mass market and to 
the mass taste also has spurred 
the sale of imported products, 
Mr. Maguire wrote. 


Advertising Age, July 16, oe 
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Not when “yes” means to immediately go ahead wi 
ing job when Clement receives the order, specific 
material. The first step, always, is careful study of e 
by the Production Planning Department. Clement customers 
will tell you this service improves the job and saved money... 
often thousands of dollars. 

Not taking “yes” for an answer helps to produce (the finest 
color printing at the lowest possible cost. Another reason wh: 
leading businesses take pride in and profit from sharp, clea 


color printing by Clement. Yet Clement printing costs no more. 


MANUFACTURERS OF QUAL 
Executive Offices & Plant: 
8 LORD STREET, BUFFALO 10, N. Y. 
Sales Offices: 
Graybar Bldg., New York, Fisher Bidg., Detroit 
Subsidiaries: Pacific Press, Inc., Los Angeles, 
Phillips &.) n Co,, San Francisce 


iad nil OF rho abe a ss a 
oer: 5 aa Be. ene Mats 
jaca ae Bee eee ae, ‘ Hos et. a 
man cy eee oy 3 a E pe a ek poetic es ee mel Ges set: F 
a ot . ae ee oe — ‘Sa ee 
i Bee OG okt Wy Tas acer, “aed cee ey ae Be 2 ete a ja a pe mise 
eee iaw Ni See ge evant 2S ae By 2 x oa Mies Sine Sink ie 3 a M8 one I Pei ae 
CSRS Veen) so ae ee ay Te oe ke = a ee: bee a 3 an Ace % a re ire ee Bes it a 
il, Ae: r de Bae ee. pe ae %. a mie Ae ge ; a ek ‘ae > ee ae  .. 
“ i = a a alae oo: . ae po cae Reds Bink a re ve Siete st ee, ec ree . : 
esccy - se a abs nie ea Gee ie i el ne oe 4 ea pe ey o Se oe Se ae eng 
as Bes Fue a ee, Bat Sk eee fe Pi id ; aan as meee | EES ee er 
a? Betis ieee Ou Ee ge iy Se eo ae 7: ae a oo.  e 3 a a to ee saa aes ea 
va eet ie eee Bs, RR ee ea Oe ae ae oe. aa Mee eee ee) 
Pea Saree ene ae woe Ses seas he r-. ar sane ee 5 a Se oe Saas ee oO. ee , “3 
Aegan Bek Pee Ct. eee oe Se: ats a ees. AE Ren, sey te) Beer a : 
ise 7 oo eS reve i Ce a Bei. ues a nes . ey ee ey os * fe ss eyes °) oS) erie ‘eee ee ee ee, : off had at aa 
Oe i itiee say's Cates dae Gata eae Seek ee re ee ae aa | oo 4 ee ge a 
“a a fe ‘esas = OA 5 eee eee el ae os a SS sige 
he Seal A eo as ee. eee = . ees Pic (Stites. Pee et fa VOM a le ve 
.< oo 5 ay Sa ae a “eg 2 eee “s ae Meee ie ae 4 ee ea oe ey 
f i sq an es” i” Ne ae ae Vee ooear nee Pai Hoge —. ik ge ee Ba: i, aR 
j Ae ee Wale oe See ae ‘es ae eVGA ee Ca agen en aes me ae. Ram 5 eT a eet 
i i: ; 1. ae Se a 7 Te ee. oC eee igs ek | Aaa e at aes 3 
om ie . E oe a s ca Me... oa le an a Ree er tp Dee nme 7 ch He | a rae Tth. 
are a 5 ae EE oe th | a Se” ve ee Ce ae - Be = eco a eee ots eorst 
ee i ee ee e ). teeta me) pis Sole. ai i Riese es eae es ae ne ie a vie Sena i 
ree no a | a i * Saateraa he apps orecgm OA ae ree aa 23 eS a He te ee ze way a 
Saale eee bie ae i eka <> eae Ia. Ph eee, So ee a oe ae: eS ae ae 
a poe. , es ee lO 7 2 ig 
ae a aa oe ee ae ee eee a eae —: (on ae 2 ape 
a, ae cS ee ge eS ea ee a CO 
ee oe ET SIS sn Ee a ee ee in wae aces: | G Lo ia a “ae : 
Ae oe : are. Oo a Be i dee cP Fe : ve che + ea Br ag eet. ek ea A ee 
Baal be , aa wie Sa re as eae Daa a age See Se ae ‘ M Sos coer yt! i Ae ee 
ns es) ae Be an be an ee ye eee sa hs ee bags ey ? 
aan Oe ea, | ee : a a aa : : Beil im Se 
ie : Soe. hae : : a 3 Bee Sa oe Pee ae 
es 2 i fas Bk , 
eis 5 Noe 
‘ ee af Fae, 
F . oe ce Red 
Nee i. ye 
‘4 Be z or 
ey 4 : 
fran Deore Se 
ee Fe. Aes at Y 
5 Some " ite 
Dee *y hee: 
eee Pot i ae 
Oo ne ae Bie 
a 
3 oo ee ee ae B iedee 
pat ‘ i=, iat ms e ¥ 
5 ae a rn ae es. an 
Pes ae : ie ‘ es 
“Sang Cote : eee Bee: yaoi, 
i . ' rigs <i ae = ea Pash ioe ners, 
: ee ae oy eee ee WAS 
9 te en ay ee ae Be  - aee ae PE 
¢ sn ae " 5 5 4 8 ced 
; os 5 ae F : La 7 
5 are ; pee Ae 
’ ee es af Kind” cee a 
4 Bee ge! a 2 , eee cgay a eae 
4 ee Z : pers 7. : 
: ure le ais. sd Re eh 
a er | ae an : a4 Se), 
ae Sy ee ai iy le ct r 2 z oye war: 
a er Oe Searls an 4 Mi RS ea ALS 
ee Sy a Se ae , Lies aS. eg, Bs, ape He 
4 e. 1a ae | ae ee Sa 
= Gar Tamera $, 2335 * “ i a = Wa trey 
—— + RNC Pe ree 
‘3 aa ree a i. Sa eee 3 be Coes Pee pa ae 
t 1 ne oe i se <r. aba oh Ree 
,. ae! a le Tw oP : mote ae wi pest f eS 
- e%, = ns on ae Bt OS poy 
f a - 2 “ J i a ag ff 
ee ae ae * g <a pee ks i 
re fs ae | 7 a as - ie rath Et oes a oe 7 
; q ere i aes, 
si ny ! acm Poiyes Peas & 
: i > 8 “! i soho Okt a 
- =A on ee Se 
- . : ; $ eee ty: Sat 
ae A nt ¢ $ yet ora art, 3 
it. 2k a Z % Oe, ae ae “Eye : 
a ma Ae aS aN ne + n>, " * 
eet ‘eee F 3 4 es Sept 
Bes Bee) nae 4 x ae aa,” ar aig 
alge Saleen } ae eee apne? wh 
‘ es a ae s Pot. ee ; i. . a a oe re ; 
4 3 y : - a ee eG a Te hee? 
‘ See & -. = i See pam eer 8 
F “ee hee ; a ee Pe ae Oa ae 
- eee Lee i ‘ x P a =e bat 
Me a a 3 5 oe ae 
’ ; " % a 
4 Pi ot e 5S En ee —* 
a =a f 2 os ates: os 
—_— { vi a ite he eee 
n % ‘= . ee io ke ea ire 
F Sees ie ‘ a EER re: Oe 
: ae , 3 BS s aS ae pa 
; i : ” ’ ee oe was 
ey : q ; Bete es ei Ss 
a & i ee a aero 
te 3 a. . ce te ee Be ee a psscay 
‘ Re e a /: ae ree aaa ie “e 
Pe : z ° : ‘ ae — tee aie 
= 3 'r eo), ae Ne : 
a al 4 ce F : =S or 
: , sob i” “SB “ se ¢ Pind 
A ‘os _ Se 
, ity j : Cee oe 
sn } a an ae rat 
7 7 = i. a ite 4 Pee 
: aero by erie 7, ag i 
~<a a 4 Ty. pe “vies 
“i E ; , ee ay oer lane e 
aa | eS Bop = eaten 
oe aay a Ben Gam Sa bee 
a "he bse oe eae te 
PS. , : ie eth ae 
fm i , oe <a oh a 
; ' RREMR ERR aie 
4 = eg pe a 
: $ ' ce to pF ie 
(it = Bs os "ded Les awe 
/ = , Sane ee | ‘ 
Roa ay ia i 
} uve th a ek 
BA eee ae wie 
hi ae ae eee as 
cn, Son ane Ph. 
. apa, tog pis: 
Be eee Bae fare 
ae - Sais 
‘ . ie. jee a? we 
¢ °o 1 Oe eee Wr ae 
; ‘ ae es 
a] a “ ee P ae oe, 
| ie ed eieeh 
fe = oat : + 
ae aah, Taste 
oo oe es © 
ie cy ae a 
. 4 i - ne 
gr a ca eet 
A Sore sae 
es Fase mn 
< ies ox a 
: . = fo) Ripe C ae 
fe Feo 44 ans ae “ee 
| : _ > io La Se Wace 
ef fF = se -<y seeeeee’ = q eT eo oe ya Sari 
a+ b> tt ers 2858 epee J = i ee: oe 
xT fe — At r —. ee — yee CAL. Aas ee: ae Tiba 
~ E iE a FRANCISCO. eS erie Palen 
- aoe | ; LOS ANGELES.CAL. = $70 BRANNAN ST.. SAN ! a ae A a 
Y Ag 5201 an, s. 
245 ERIE ST., BUFFALO, N. ¥. aha oe ze 
8 LORD ST., BUFFALO, N. ¥. . ee ll pre : 
Pagar le ag See 58s Soaks 
ae en ine i cer d ey ee 
. ag ie ea ea A 2 ea Se ee ‘5 ae ee eee I ad ya 
. re a nT ae an oe ns ey Seer eee zee : Be A, Bie = eo: pe. | ee _ bars <i Wey 
Pe > | See eer ys ee — SS ss") See ee bead ae a? oe ee We ce Se. 9 Oe ye 
3 i = With, Sef are eet Gear 0 ae oe Bs aa BS Sec Bp ee 1 eet a a ot rs 
eS Bia ne : _ / a or a a eae ee eG ig fee Fear) ee 
Be” od eat ae ee ie a ee ee owed : > “Yala eam Ti ote ar SR ta 
7 a ae i ei md a ac a ee ee si aS | 1 ai ae ee pa tee sec 
=. rere 1S eee “ener BANS ot ia nee oe Roe ee ea iit meg ; Fs Bo "Ae ets 5), eae eee oad i spent ue 
ee eae: |.) eae eo oe i -. 7 i ze ee cm ee, ps. ) Ce Reng: ee eg ee BS earn. ne ‘ 
eae ce S “ ; 7 re, Se ieee es 1 a - Se Reet cry eee ror gs ee 
Met: det oe os an eee ee ee = ws es comeneaea Ae a | Re ey. a a oe us 
aN as Ge ee i _— ae : oy Bee Sea foc ae eee :. Gaeieg ee ae Ce = SS ee : 
Oe SPS Nae: eae en: mee. “ol Sree SE =) ie ; ror, Vero Cee eee: bie wicere o's - ; Se sgt 2 i acy oy aia 
70 ee aoe jae ae Bee Re ae = ze a. ee ee Ree te me. Bee a coe = ee a 
Es 4 i = ae ag eral ¥ a EME CME Ca i eae eee  . Bae: ae i NOs 
eee ae < SoS alae a, ee eee ‘ pee a: oe teat 
an en me ie oe aa ae Pe Soth: 2 ene eee as <3 an re wish ox 
* Be: ac | ed ee - as sue ion Sie Page oe Fi cae é ge ue re oe eee fC . Se ES t 
a seal | eae aes ( ae ae i fet Ri i. eeu a Ber es ae BE cy 5 2 ae Lee : it ap . : 
mo a et ih. See | eee > aa fees a. ; sees es, er NS oe ot es sth 
ae oe eT eee 5) fee * Seen a ie a ae See aes Bae 
of a ee ori ES 3 eo = : rs oe == oe 2 es el a aa M ‘ ee. ee » ie ye 
ae 1 ae ttt |e OSS eee a wae Oe eee SS A : eae a ee Nt a ce re: ete 
a = Matte 0 Ne ea ee 2 Fe <a ee ‘ 2 4 : iy hel ae at See ae ee sees 
. = Ce So ne gi: Ss rn oa ee! OM 2 ee 2 
oe ee. ee ete ee es Rou 7) ke oc = - ee eee -_ Peete. hae iiss Nite = ics: 
= é ge Mas P : iy se Fates S ae 5? A i ys eo a JR EE an eae ike ee 
a? are em ee . ae ee. ea. oa Ppaek 
art at ee 4 | i ee a Age eae Bae ws, oe ae eat aa Ber ee ie: ee Cie a eee : tr: ea Re 
ee i ay oe “3 a a ne ee gc em ee me: a a ee. 4 oe 
9 eee ae, “aie Shae E ee é ar) a. ee (eS Poss Net Se a is, 9 A ge,» 
= ae en ae ‘se ace a ei Li = c = Tei ate a ee > eee 2 ha meee. cans: figtet is 
, th ee ee Ci ao ae ae os cues aur Wee ec [Sa z fan 24) a eek Or et ~ i an ae 
‘ae Seedy ey oe ie Ba: am HED Sea ~~ Se ee eee » oh War. idle 
on ees > 23a Re | s i eC aie tt: 7 See» 0 
F ae a aoe een : Se be ae es S.Ct = eens ote + 


é ie at A 
eel ee 
ee ee 
one Es 
mT ee BAG: obs ' 
i: 2a Nk ae id re es eee ae ana 
ee Seeger yeti = ae its e <p = = 
re Gs PITS OV hus Tick aang Me eer F ait ae 
Peed ee pty ee bd ee a en a Se eis : 
am ae werk ae ee iets, Sah Mie 2g eo ore Mee tig pe Rg eet epeees _ 7 eee aes oe ee 
«orien: ie eae oa pale. Ns ne ee eae Ne age Fang) i Reeen e Y aae 
Re ee ys Fee 5 ee OS ee re ws ae ee a 
a gaa ee Lee = Gf potas aa ee bgt 2 Bey MO de agen ee ] cae a . ieee ere i Pe a its Naat a 
ieee ye SY Sad tale © ieead 2 ec . se 2 ees ae ve 
ail oe <n ae it ae | oe eee. ee heey |) : SEE te A Plas 3 ae eee: Pe ae oe a 
oA ey oe peu eees ee Be $n! 1 eee ee fee tye! es a - al oe ee ee ny a) ee “omen at a ese ; 
i i‘. my eo} ‘Dee ys be ha Cc rer te one ee a ole is ae ; A ies eae Le eerie ae ae ie eae en anor a er ae ae 
Dee! ar eam et crest we Sai gt ey a) Go ee poe oe ee ee Soe ee : —_ z 
‘= aa: aes ome Ge. ee ee ee Me ia | ae See ae ee ae ‘ ee er : ie ee a ee ae a - ee! ae i. » An Wg 
ee bs Sos ee Pah en 2 Loh rat i, ea. See al ae pa ; ie a ee oa eee : eS. cae ges eee Bot ed ae ae Ne Beas = 
SM Mo i hee te 25) Seria Ye ie ay. ee ee. iPaghte = Ae Bo Saae ne 5 er p Bet i a eae i ae Te ee ae a — g gee ake 
ae ic zal West oe Pipe Bas 2 seig! eee is ES on ag seen Sie ial ee me le : a Sen ‘ ee ee a. Je Be os: ere : oc aeee <r '- 3 rat 
i a Pore deem ae yak —— gi. Ea wig et lems Pees wee Eee! ae oad 2 es: ee 3: Z aie oem : es J ‘| Be oe [ee yeh ee ee ae a f ae a ae 
i BIER? oA ban, ae 7: ae <r evee af oe 4 eae ee a Ts ee J Re - “a es. ee 
Ses! ae Sere i eit Be” hoarse ae ere a te ee ee ao See | ae J a ae Be ae 
a iach 1 big oi aS ge oY aan tt ee A a ere A ed eo a V5 las oe a oo ees _ =e i > aa tn ‘a 
2 id M aE iat es iy Foe Es ate eae ~ ve fe 2 a a Ee cS eee a iy 2 ee ei ae o- 
A hege ee Ri Se eee A ene. FE ee 5 hae, =e / “a8 fie oe i Pk Soa y= a ee ar ae Lee ng 
he ee PS fe Ok, “epee Pion me ah pe a aa a ay 2 “ela - ‘a 3 ae — hi 
By Siemeeay ee ah eka: ie es al ag a er we eT ee  . —, aaa eel. oe ee. So ae =. ae ~*~ a a 
on Re Pee lin a ae: Te ae a — . ee J? 2 a as “s 
i ds ar i vee Oe ee cat ia A ed Fo ee : Eee as : es 4 ae 7 Fa eet aes: ees pe 
“e oe Aig! 5S ie Lo anye : ya el ae ee Aes eo ep ea e Pe * : ae game ae Sir oc Bae are a aie aa = 
Ste es Nes ot eee ger wa eis ae a ee : i 2) ee ae tee aa ee .. = 
a ee ind Se hee mf Bi ee mit SA vg Ba Te ie Me = ph ea i Be se See Sai = a Ce oe ee Fes, pee : : 2) 
ot wey ae PR ae eX" Pinte BYP 24 Pe ING a . ie ee : oe = ae ae Bey cee ag oes 
oe eee EA Sn Ie Pe vs Ge Wer ae aie ee eh A ee 2 Beis! a pee te pees - = 
Bie 4 are ae aire OD bit SOR Bo, 2 an ce a Pee ees rane. ‘nae > a a aN . a Lae . a 
sty see, ae SOG oes dee eka Sf tee eE oes Sia ‘ ‘ Ly’ ee an > are oe a ee i 
dl gritee Rare Seed at or hee a ba ae x oe et a ; 5 a ae a a A i ee . * ath a be: ae 
eet. (aioe o a4 geal Lae Sean E gy ae regents fee a eee Foe 4 aa a ie Sd a = 3S i 
pee Si Ae tec Pewee ge = selene en Yon Sh keel Mewes ee see SS ae = ee |" iF a rs ae 
Pas ae ig te a a ih ee me oP a Ae yee : : ae i ee aa ae: 
ate Be ae a Rat es ee age Fag rapier & ee FP eg Re. Se 
sak es Gem care c2iN pi pe i eee a he | he Sn ar. = a = 
ao ae 2 Sah 7 \hae Ree ee eee. So ee a — 
SUS eee eats Be Re Fer ate as eds eee F CU i 
ag ae ok meee fe Sam ae Pee re Eee SS a 
ekwaeds ig he Vidhy iy ie Se ee Sees ie as ie hes ae 
Ror ete se F Sie 5S sel ae is ss 
be re Bay eee geste * | la eRe: erate Sig Ts bt 
ote pa 55 strate eaten REO Fei eo 
i Eg at pte 2 Bae ig ee ees: 
Nope ies epee Ee eae OF aia. oo ny a 
me [eet ae nee a tee eee «tig aes i Sc lee o..: 
“ie te Haass: as Finda hs etre ey Ie wr Cy eee ee 
ees SY pe ay TP 0 Ri ie Ee 
at seen GS Az, e 3 ( ‘eas Oe, i + as eee Uae Waa 
eek aaa ee Se ord ys Sth a Se) aie 2 ge ee ree 
ee bape Bates Nem oe 2 Gas rs cage Ste 
Udi: Qa WSL SI poy AOE werran Bare 
= Gong atl i Pye PO arene Fm co Le > aa es P Fg ae 
fe ee ” pr ce tees bor Pie eee sa ; 
| i a BS Oe, ‘Sed gle ttt age ae a ee Apt oh 
= + "4 Mae ewe Be tiggtt ae aes tt Biak te Meee BS 
oak . 3 tetieaey a Pees ee eee oe es Pe ie 
ATE ‘4 ee eS aah &- ieee aan 
ae Lae oo teed eo ae sees. . een Le ae eo 
eX, Tash es A YS Na ee 26 soe 
O29 RF SNS Se ae ie eee te 
oP ak ae te a te Sp es od 
eet Meee 2 : ar ant alee Sn eh! Sen es Peete. ge 
ee Sew og SS eae nee. eo Rae: oy Ring pe ee ’ 
Pe ee des ih Rees Bae ee Se {We de! 
viet [gan need oe Bee, Sok oe a eee: 
lea Raat, ve a dh Sh Nee ae a 
Pie ee et as Seb ih PY ae Ns \ 
af <2 ene a ge aad Ly as es ie EI ae Fo i 
[RSE ee ih en Ste fs Spas 
neh ee ie seers oS ee mine a She we 
aaa aa Nate. a ee ee Oe he hes on 6 
: baits et Pee te rae Sele SR ope Tap 4c 5 
a ere > ae me ey ee 
oe wees Beh se i, Me ete Be eis ane Bytes ee hey o 
Fa ane Nee the eek os, | % es er a ae ee 
bie | PS ce has Sie io 
ae ere “hege d NG Soe i 
cae ae Pas Tay is a) tee feahae, 4 os fe VS aa oe 
Lr ‘5 tee 2, or lacgel Ge eee ; eDiets oe 
te ae CN et ah eee . 4S a, gt ere 
race : tN we ae resin Be on ate i 
ants ee ye oe ght Bet ins Sate ihe ty, Soha Se, 
si 2 eR ey Gree 2 igo ns ae oe an 
hie ee. na ere eloake oe eS ag rs de , 
Dp em ea: a .% 2 ig LS Cb sae & To ito Roo Sere hh 
tgleh a ivgglen bears en oa ae ae. eB a ae ig ee 
‘aa ioe ott lee ie dee A sf aes ] 
en " ee ade. 2 = het bes te ee ea 
ee eh eae at ee Nee oO se pate) er 
Seah ae >: oe eee ag eg Bo Rees, wa 
Pe he etal’ Sg gee Vay Pee Be i Be gy Shay 
eens a oie Por A Sa, ns 
a RS NO oT Sa Bee aa 
an ae Gh Steen He ip ae ~ 3 ne ie aoe te 
= an a as ae Roe tee. let, ee ee a to Am 
Pate a ae ae dts ol ee ek See: 
ES pa eee Se aes oa eater Cay ee ae 
On Ae ae oy aut fee eae Pa a es =! ee 
Ene a Bre ™ Sent Be +e a a eo ee 
so es ae ele, oe Dy alg LIE 
i" es oe a, aS be Be. pie aS S, "dks ag 
De Mids) ere ee he i be ¢ Page ae Ry ee ep eee 
ge pla Ae Ae A Ne) eh ghee NF BET ; 
baie ear ee Dee ig cs ong rere | a) ae Fe te? 
ney ne See 4 + te Pees, PAE Cee ee 
Gir, Meee EW 2 aMient a “ge ate i. eae a. wee 
i) ea Files ae “i ee CA ee eg che a 
a es Wee a ieee . ape ek Pag oy oe Aa 
en Posi ta ey a4 ae tee ae ioe 
a et ay 5 Stiga ae Way ae ee 2 _ 
Ge 1 aes. ee Lo hige ad ae Oe is 
Be ia ap To ea ae Oe dS er hess ori ee ive Migs he 
i e Spee « aan yas oe es, = So. . 
mS alge “ ee We 52) ea * te ee ce 
BIS ike of nant bien ae eek $A, eae ie 
i ee A 2 heed + ae haa Me. a ee 
a a wep ye) Ta eee ek. Ag ee mS 
gs Beth ty: ee A gp eae pa eee Pes hee, “iy 
ere Se ae 8 ee ee Meets yee & 2d ae 
a Toi ad be ot genet eS Be Se ta St is ait 
ae age. ie ete iy aires 5) eo 
cee ae Ssh ae ie Rise de) a cae ee * 
a ee pe oe ol PE pay ae fae : oe a aoe oS 
Pets SS he ae ea cae oe a it gee , 
a athe F at ies rth meee Ser? Pee Me ed BE ale 
gk SO Ma be yee LAR” ate i; hae oa Se 
Sees So Sy: CP ra i, eg PO Fa st ee 
sm est pret Oy Pe ae a at ae Py, eae we 
eee ee jes med Hekt Uae" ae Es which Par 
Si eA Brie Lae Bott ni, lh: ae se  JFS: ee 
5 ar te es a Par a, fe ai Bi ae Pa gsi ot to 
ons tgs RC hi a as Ba eee Pe Sa te! a te 
2 eee Le a eee Lis, See> De oe ahs 
ie ete ioe AS Sel Seat hearin 
ete bs is oF Be eRe ma Moe Nay ia en re ee ; 
igo ae hes Sache Mele . de ts 
eae ee BAR ites 1. fo 4. ie 2 Mi see 
ae a5. Bacal ge BA Danae 
esas ee Ay cs ey ee Li Ps he. Pia see 
fa Sint se Pa we te) ae ee iy Rue sae 
/ et ites A MO i os a Be See "ge pees EO: at sae! 
. Bee es) pieces A ead ae ave MP ate das Pe bras ae et 
a eee Coss Shee ee ee rN 
Saat eS eer Be Bde Bi eer, Pere. one 
pe tek Seas ae at ge ae 
jie Soe eae a eae ' ae ae," Oe WS one 
a ek i ea nag 8 Ec a ee ae mie" 5 Sha 
Ries <i “ ion # bn Eee eo < “hy a 
ie ee Mh Nga: fn Re ak aren 2 Se ay ae 2 
ane Sei Mec ie oF ee ee a a 
Caen FE 1025, et ag ie Sets Ps 3 
ee soe a Pe he ie, pa ee Bas 
fo aa a > ee Sp ON ee aren at 
es Bae Sik om Pee 
Tek a ee So Feng ow pega emt ete aie 
ely a mciae e ven eet be” Pat om 
. fe) Gy a Nik ke Brg ee Sew ete y apse , 
re Mal oH teed ay Yt ee iE a we ‘gah genes set r 
Ee eee be’ 9 ee eg ie ee ‘bie ih tee 
age be > Si 3 Os Go ee + ry fect o: oa _ a ‘ 
ay os ee ms ue ie 4 Suter te ya eh ee 
BO sn De oie eS Bet ae eae Ae Stee 
on cS ee “a3 ee = fe wee Ss 
es ary es pis 3 % i hal ee aye” Ket © ne 
ae nah oe Ne A a a i, “Ce gener ees 
SP oa aw EEO epee Ki ee 
Pie kak aate fo aha pcos UPN - oe i ee i ve se 
eae eS | Sag aan 
LS ll a ge oe (ee 3 Bad Ta geo So ee lr tana 4 
cae aate Stee) ae Me ee ee Sg “7% 
ak ee. Re eT ay } See 
a ts Woy, ty ee i Bre eas et ef 
me ie gl Oa tas hk Sy dp. 4 0, Pa ee ih, ee eee ee ae 
2 bs Repeat fired =) Det eee 
careers. Ip AS De et Ky ol See A RS pw these 
° SER Fae RENE Vena 
ress) Taye g ber tee s Peat) fe = ea aes oie Poe 
ie Gale be 2 ee Len Geo Ei Tes yas ph, Ge 
ie, ar Ae a hae gy Paeetae 
Son oe re Regier: hares ft oer, 2 
me he ha LP a * ac ae ee aS Se pe 
pve eas Digae. ap Ate Ty eal > gba enc iar 
5 aE ete ah ae paces ee Hey eget Ses 
SSG: ee Seta ane re a ML ya oie 
ence weeks heme Malle ae et AOR a ee 
: . a ee ae Seber 
. say e niece See oe se, shel at a ya Pose 
eg be er Seer ae = of Loy “ange her a ee ee te 
OF Se 5 ae Se ae Se eee ah 3 pia a , 
(eek og frat by ENS <oraee reas - fh it 
= Pe oe Miah ALY is ast aes” Pe Mi Sec ele aed 
Rp ea wy Sal Sit hate Hae tee 4 iz.33 Seta ’ 
habe oe pee 4 re Nhe (ee boat aloe Po So ia : 
ee of et Cee Ree emer aL een ae ie. : 
pike ee gee bet He Wn ses ys ; 
) Prater s. oe Sete ee A? cad Fe ee ee 3 oh 8 
i ger ' of 2 ew a rf oN oe cout j Ly as ee ye ae 
ne oa oe Er et eat We EL ire, 4 Be Sak ee ce a 
en tes pg Ain Mot eN Beet a pe Te tee 
ee ee, be Pa as ee a Soy es Pe Se gee 
Bias ee ee at ed ee ee eee : 
iy oe bane oy er a iS ag ia wl xg WO hea rao tla 
Sh ee cates re eee Soa . 
te) ee Rye * pean caneam Os iedgea Oy. ae A es 
a 5 eed Bhat ae ee ae po 
ye ie a es tne Yt et oe nh eee eta AS 
Pays ee SOE pen ot 
eh. Pe a is Pea ares S els Vege os oie elle oe 
if ae ks lat ae re aad pepe Let pear ~ 
eee SY os Benge 8 Rage oe fae ee 
See, ME Ayo ee Rey, Re eer 
Pee Oe ee Mate oF Cay bea ers ee i 
i ee seh pas i Add che eee Bly. a Et A em ca 
star Weed SS aa ghee, ye She he ra ae aca a 
i ee ifs Oak feos Pia ee sae i ee 
Joe ay" ae Ae? ae Co ee Zh, bin,” Fake ee 
eae * Te pele Eee pe eee SON ed 
; Vea ae Bees tact a de Melt ge ath oe em Es ne ae 
Pen FS © og Site sae 5 Rear: beta leg Pe SIRS ee ee ‘ 
eee ie Wise tee ae rte oe ee a fig SE : 4 
Ritch ae ts apy ee SU ae <2 ae 
4 po Poe Nee Vee 2s yale By are. ie = See Pe i 7 ae 
Oat taste 5 Loa? ee 457 i Boe. a i ges ae oo, 
fae oe oy ab oh eet Se epee. omen ee Ee, : oe ae ; e. = oe 
ee AE“, he pay gets nF tae 5 bee : ee po fos. urs 
Ficy | 2 ee ey ke is iene oar ieee ee ge 2 ae e fe ey ie 7 =o ee 
ees ESS Viren ie Me ee eee eto s ee : ee ee a S An eae a 
emer ude * ots Pek are ke Bee fa es ete oe a pve) oes chee e Sees ee ; 
igctes 3 ta bd Regs ies S ope, Soap ee ny ey aia aes i a La Sa a Re ge ee ie Mbee en = : 
wee ee ha ae wops% aN POAT Ste epee : pa Bee : eee pe ee Boe eee J i <2 
sara ha Eee <i SNE Ce eee ee. Br gee Pie eevee + Site a oe ee i : Be os ee eee i ee eee ii i Ae > an zs 
a een pm SF oo ee ee Bt. cicero ola ana ih ge, FS ‘ 3 oot ho neg ae oe era an ieee (ieee eo ee Pes ae 
3: SNE te et aes wat ees RR Tess © 5 eran . ++ et : 5 oe ae a ake ee: fetes es ae i ee poe as ee Se ee {22 Sa wee ee 
Saas ae wo eg de ee Cie kale See ee oe Serle : on ee eae fe) ae de ee ee = Jj 
Cead, i eee ‘eNigifig. cae ae) pies Hd eral Pa thd Z ; anaes is ee ee $2 2 j ee ge te ae ee Mee ee oe ee a 
cant eee ie irs Ea ae 4) an at a fink af ee: a ae ae oe : Be Ses ae > ae he ES ae .. : a “hg 
fat at eae. are ine pak As ~~ a eo Pa : Asean : ES ee a4 Pe. oh a : cE (eto ae he ee A ONephe sept oe ee a a To. 
ay oe ee pore eae +r ad Pile e: ' Se et age 53 ee a ee a Dee cal om a eee : a an a Pie ae 7 Be. a 
ee Beige ia ame Paine ee ae: SP” eee 3 ee | ce es) ee aoe i eee 5 : a ¢ ey —— Saas ie ae a ae 
een Be Ny aka alts it ec. eh 7 tes pees tee a a ee a a i eet vee ao ee ec er 
ae als | ge aT vedere Oe ee seem ee pe ee ee - Re rag og re sO ae : 7 #7 a Sea = a. 
ae oa ake Rae 5) ee Saale Pre ae re Ree tay) Peg 4 Be i . 2a — 4 ee a tt a i ed | ae a a 2 
Seals, Chat icae a ae ee eae ag igh Sees nage. Be ae oo ee ie eat ees : a - nee ae. ag BS =a 
ln Cee See Serene ee! — ; —— a _ i. ee: = ee 
Rte ue a ee oF ARE Bvt 7 Eo Mt are oe Te he , o-oo | eee a a ae a Ee = 
fel fees pit Bes ates a bei | es ae Doe ee: = ie i oe = ae” an = sap eae - : 
ee ae ena) 3 % #5 ee aR wie De ee pene Tee ae i US ey” rita oc a ae . ee ie 3 ee ee os 4 
ettaear) 3 i 5 ale a a ak Bee Oe ane : ey a ee = ee aie are oe ae sie Ba 3. meee eo: 7 a 
NEF Reg ee eee, ee he a a ee ol 6 = —<_ [aa ae e - 
pe on ee Srey aie phot oe ES : es a ae Ma ae Bs eee ae a ey 
RY hn, eee ps Bag ee : of aa a gle ee) ae x - 
cen Spee oe sary ; 7 ee : Paige a ee a a me = 7 7 
(> ee a > a ie. oa a a 5 4 
a Ss oe ee : aes ae Een ee 7 aa 
i So Vee eee = ae eat ae 2 i & 
=. a a) — a -. 3 
ae ae eg Pee Sage = 3 
oa pier a ay: 
a es : = 3 
rere ne em 
ge wep se Skee 


“> 


Advertising Age, July 16, 1956 
Seagram Erases 


Blends-Only Rule; 
Converts Brands 


(Continued from Page 1) 
and its Carstairs and Kessler 
blends from regional to nationally 
marketed brands. 


e It is increasing its over-all ad- 
vertising budget by about 8% and 
plans to spend approximately $30,- 
000,000 during the coming year to 
promote its various brands. 


e It is establishing an over-all 
packaging and label design unit 
in the House of Seagram, and is 
also setting up a distributors’ pol- 
icy advisory committee to be cho- 
sen by the distributors themselves. 


= All of these developments were 
brought out this week at the com- 
pany’s first combined sales meet- 
ing, attended by about 1,200 dis- 
tributors and company executives 
representing Seagram-Distillers 
Co., Calvert Distillers Co., Four 
Roses Distillers Co., and General 
Wine & Spirits Corp., which com- 
prise the House of Seagram. All of 
these are American operating units 
of the Canadian-controlled Distill- 
ers Corp.-Seagrams Ltd. 


® While none of the spokesmen at 
the meeting mentioned it, the sales 
gain made by straight whiskies 
since World War II is believed by 
trade observers to have forced Sea- 
gram into the straight market. It 
is pointed out that in 1946-1948, 
whisky blends accounted for about 
88% of all domestic liquor con- 
sumption, with straight whiskies, 
including bottled-in-bond brands, 
accounting for about 12%. 

In the first four months of 1956, 
spirit blend whiskies had dropped 
to 55.8% of all domestic whisky 
sales, while straight and bonded 
brands had risen to 44.2% of the 
market. 

Seagram’s Pedigree bourbon, a 
blend of straight bourbon whiskies, 
will be distributed initially in Tex- 
as only. It will sell in the over- 
$5 class. The straight bourbon 
version of Four Roses will be sold 
nationally, instead of being con- 
fined to southern markets as it 
has been for the past year. Wher- 
ever the bourbon version of Four 
Roses is introduced, the blend will 
be withdrawn. 

The new Four Roses white gin 
will be introduced in selected mar- 
kets and supported by intensive 
newspaper advertising. 


® Four Roses Distillers Co. also 
will push Hunter as a blend of 
straight bourbon whiskies in se- 
lected markets. 

Calvert’s new golden gin will be 
introduced in selected markets un- 
til national distribution is effected, 
and will be supported by both 
newspaper and magazine advertis- 


Allan Bronfman, vp of Distillers 
Corp.-Seagrams Ltd., in his key- 
note talk at the opening of the 
meeting, said it was the company’s 
“intention and plan, by centraliz- 
ing management at headquarters, 
to forge still stronger sales units 
and to see that each distributor is 


made to feel he is a part of a unit-| * 


ed family, even though each 
branch of that family competes 
vigorously /with the other in the 
same market. 

“Recently it became apparent,” 
Mr. Bronfman said, “that we had 
outgrown a blueprint of separate 
and independently operated sales 
units. We realized that the time 
had come when the dynamics of 
the growth of our companies and 
our brands made it desirable for 
us to reshape our destinies and to 
draw a new blueprint for the fu- 


ture. 
Victor A. Fischel, president of 


the House of Seagram, announced 
that the company’s expenditures 
for both advertising and sales pro- 
motion will be stepped up another 
$7,000,000, in line with the com- 
pany’s program to expand sales 
leadership for all its brands. 

In 1955, Seagram is estimated to 
have spent a total of about $23,- 
000,000 on its over-all advertising 
and sales promotion program. Sec- 
ond largest advertiser in the liquor 
field was Schenley Industries, with 
a total of about $18,000,000; third 
was. National Distillers Products 
Corp., with an estimated total of 
about $16,500,000. 


Other highlights of Mr. Fischel’s| 


talk included formation of a pack- 
age and label design department 
in the House of Seagram under 
supervision of Gordon K. Odell, 
and announcement that the com- 
pany is inviting its distributors to 
participate in setting up a distrib- 
utors’ policy advisory committee. 


® Mr. Fischel also pointed out that 
the company would make major 
changes in its marketing policies. 
These, he said, would include the 
expansion of markets for certain 
brands and the further concentra- 
tion in the number of brands sold 
in each line. 

In addition, Seagram plans to 
add two imported wine brands and 
a domestic wine, both domestic 
and imported cordials and prob- 
ably another Scotch whisky. These 
imported brands, when acquired, 
probably will be handled by 
Browne Vintners Co., Seagram’s 
U.S. distributor for imported 
brands. The domestic additions, it 
was said, probably will be handled 
by General Wine & Spirits Corp. 

Agencies handling House of Sea- 
gram advertising include: 

Warwick & Legler, Roy S. Dur- 
stine Inc. and Dowd, Redfield & 
Johnstone for Seagram-Distillers 
Co. 

Dowd, Redfield & Johnstone; 
Grey Advertising Agency and 
Ogilvy, Benson & Mather for Cal- 
vert Distillers Co. 

Doherty, Clifford, Steers & Shen- 
field and Young & Rubicam for 
Four Roses Distillers Co. : 

Lynn Baker Inc.; Gotham-Vlad- 
imir Advertising and Dowd, Red- 
field & Johnstone for General Wine 
& Spirits Co. 


Koblitz Buys Building 

Edward L. Koblitz, president of 
Edwards Agency, Los Angeles, has 
bought a building at 915 La Ciene- 
ga and will move his agency into 
it on Sept. 1. 


Cornyn Houts 


Public Works Journal Corp., 2nd 


Dannhausen 

NEW MANAGEMENT—Frank Cornyn, Pit & Quarry Publications, has 
been elected president of the t.f. Club of Chicago. Other new offi- 
cers are Rober S. Houts, Mechanization, 1st vp; Robert S. Shea, 


Shea 


vp, and William O. Dannhausen, 


Butane-Propane News, secretary-treasurer. 


Money Considerations, ‘Short-Sightedness’ 
Led to Westinghouse Move, Sarnoff Charges 


New York, July 13—Robert W. 
Sarnoff, president of the National 
Broadcasting Co., has blasted the 
Westinghouse Broadcasting Co. for 
pulling its stations out of network 
radio because of declining revenue. 
He said the move indicated lack of 
concern for serving the public. 

Mr. Sarnoff made his charges in 
a letter to Donald H. McGannon, 
president of Westinghouse. The 
letter recounted that Mr. McGan- 
non had notified NBC that the 
four Westinghouse stations were 
dropping its service as of Aug. 26, 
despite the fact that the network 
had asked the stations to reserve 
a decision until NBC’s new day- 
time schedule had been evaluated. 

The NBC president noted that 
the network had been providing 
Westinghouse service without any 
formal contract for some time be- 
cause of Mr. McGannon’s “refusal 
to accept radio affiliation contracts 
on normal terms” and his “in- 
sistence on special treatment... 
involving the elimination of pro- 
visions essential to networking and 
included in contracts of all other 
radio affiliates.” 


@ Mr. Sarnoff continued: “In all 
of our discussions with you during 
the past year on ways and means 
to strengthen network service, the 
only affirmative proposal you 
have made was that we convert to 
a program syndication service in 
radio, under which stations would 
buy programs from us for local 
sale. In effect this would have 
meant abandonment of the present 
system of network operations. 

“We were not prepared to follow 
such a course, because we believe 
the maintenance of radio network- 
ing, with all it offers in diversified 
entertainment, imformation and 
service on a national basis, is im- 
portant to the public and to the af- 
filiates who are concerned with 
their service to the public. 

“We have, therefore, dedicated 


@ |energy and money, and have in- 


curred substantial losses, in a con- 
tinuing effort to increase the ef- 
fectiveness of the radio network 
medium. Our affiliates want us to 
succeed in this effort and are sup- 
porting us in it. 

“Although the changes in the 


_||business have reduced the revenue 


~||and audience they obtain from the 


CRACKING THE DIRT BARRIER—Bon 
Ami Co. introduces its first new 
product in more than two decades 
Aug. 13, when it will launch Jet 
Bon Ami, in an aerosol can, in New 
York. On the schedule will be al- 
most all New York metropolitan 
and suburban newspapers and a 
heavy schedule of tv and radio 
spots. Reportedly the company will 
spend more than $500,000 in the 
next few months to launch the 
product. Ruthrauff & Ryan, New 
York, is the agency. 


||radio network, they recognize, as 


we do, the national importance of 
the network service. ; 


s “They also are conscious of the 
great values the NBC Radio affili- 
ation has had to offer them, and 
will continue to have in the future, 
from long history with us. On our 
part, we will continue to search 
for and adapt every means that 
will make radio networking more 
productive as long as our affiliates 
look to us for this service. 

“Your action indicates that you 
have no interest in the maintenance 
for the public of the national radio 
—. which. the networks pro- 


“You are unwilling to continue 
furnishing your radio audiences 
with network programs such as 
the political conventions, the 
World Series, the world-wide 
news presentations and special 
events coverage and all the other 
network services of national sig- 
nificance, because the revenue you 
obtain from the network has de- 
clined in recent years. 

“You are taking this action de- 
spite the fact that the Westing- 
house stations have developed im- 
portant standing in their markets 
and have resulted in millions of 
dollars in profit as a result of 
their NBC Radio affiliations, 
which go back over a period of 30 
years. 


a “And by withdrawing from the 
network you are seceding from 
participation in the effort we share 
with other affiliates to support and 
strengthen the basic national com- 
munications system. 

“Your decision seems to me to 
be based on a short-sighted policy 
which is not typical of the policy 
followed by the Westinghouse 
Broadcasting management which 
helped pioneer and develop radio 
with NBC. 

“I am sorry to see you take this 
decision to terminate the NBC Ra- 
dio affiliation, but since you have 
resolved on your course of action, 
we will abide by it and proceed to 
act on it.” 

NBC did not say what stations it 
has in mind as replacements in the 
Westinghouse markets. 


Chicago Printers 
Get Salary Boosts 


Cuicaco, July 10—Local 16 of 
the International Typographical 
Union last week ratified an agree- 
ment with the Franklin Assn., 
composed of local commercial 
printing companies, which resulted 
in wage increases and other bene- 
fits. 

The agreement carries a wage 
increase of $3.75 a week retroac- 
tive to June 7, and an additional 
increase of $2.75 a week effective 
June 7, 1957. The differential for 
night work was increased from 
5% to 6% under the new agree- 
ment. 

The increase brings the day 
scale for a seven hour and 15 min- 
ute day to $117.25 a week. The 
new pact also gives the local union 
jurisdiction over photo-composi- 
tion and substitute processes. 


Tall Corn Network Elects 

Gene Claussen, KXIC, Iowa City, 
has been elected president of the 
Iowa Tall Corn Network, which 
includes 15 Iowa stations. William 
White, KFJB, Marshalltown, and 
M. W. McPherson, KCIM, Carroll, 
were chosen vps to represent east- 
ern and western Iowa; George 
Volger, KWPC, Muscatine, was 
named treasurer, and Glen Stan- 
ley, KBOE, Oskaloosa, secretary. 


Westinghouse 
Ends Affiliation 
With NBC Radio 


(Continued from Page 1) 
time for “Weekday” which the sta- 
tions therefore did not have avail- 
able for local sale. 

He said the “almost minimal in- 
come received by the stations from 
the network was not in proportion 
to the time devoted to network 
programming.” He added that 
NBC’s pricing policies have had 
the effect of diverting national 
spot sales revenues from the sta- 
tions which need the revenue to 
exist. 

Asked why Westinghouse had 
decided to go completely inde- 
pendent, Mr. McGannon told AA: 
“We believe we can better serve 
the public by local programming 
custom-tailored to the needs and 
wants of.each individual commu- 
nity served by a Westinghouse 
station. With this increased em- 
phasis on community service, WBC 
will have an exclusive Washington 
correspondent to report the news 
of the nation’s capital to each of 
the stations in terms of its effects 
on residents of the areas served 
by our stations. His daily reports 
will cover the activities of the 
congressmen representing the sta- 
tion areas, as well as legisiation 
and other governmental matters 
affecting those areas.” 


@ Mr. McGannon sees radio’s role 
today as a very personal one, with 
people tuning not so much to the 
individual program as to the sta- 
tion that they find best suits their 
taste. 

“Research has shown us that the 
average listener resents interrup- 
tions in his train of listening and 
that his resentment is reflected in 
tune-outs,” he said. ‘““These tune- 
outs have been occurring with 
greatest frequency when our local 
programming patterps were in- 
terrupted. By programming locally 
we will be able to achieve a more 
consistent personality at each of 
our stations to sink our roots deep- 
er into the community and to get 
more of the local flavor.” . 

Three main categories will make 
up the bulk of the stations’ fare— 
music, news and service programs, 
ranging from weather and traffic 
bulletins to announcements about 
club and community activities to 
special series on medicine and ed- 
ucation. 

In discussing the reasons for the 
new Westinghouse policy, Mr. Mc- 
Gannon pointed out that local 
shows at the station have registered 
gains with audience levels and 
sponsor revenue while network 
shows carried by the stations have 
a downward curve in audiences 
and business. 


GE Builds Radio, TV Center 

General Electric Co. is building 
a $2,000,000 radio and television 
broadcasting center in Schenec- 
tady. The new structure will in- 
clude three tv and two radio stu- 
dios, a news room, music and re- 
cord library, a room for the pro- 
cessing, editing and storage of film, 
and storage areas. Offices will line 
the outer walls. The building is 
scheduled for completion in July, 
1957, and will be occupied by WGY 
and WRGB. 


New Dietary Food Line Bows 
Two complete low-calorie fro- 
zen meals—packaged in one con-~- 
tainer, and aimed at dieters— 
have been introduced by Diets 
Inc., Rochester, Minn. Each meai 
is balanced for reduction diets 
and contains 1,000 calories. The 
packages are to be distributed 
through supermarkets. Selections 
can be made from 40 different 


menus, the company says. 
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| Agencies Eye Safeway 
Product Re-evaluation 


(Continued from Page 3) 
Table Products Co., but also “in- 
active” as advertisers. 


e Edwards instant coffee recently 
switched from Erwin, Wasey & 
Co. to Hoefer, Dieterich & Brown, 
the agency which also took over 
Safeway’s Tuxedo Candy Co. from 
Foote, Cone & Belding. 


® Safeway’s total expenditure for 
advertising in 1954 was more than 
$19,500,000 (AA, May 2, ’55). This 
was the first time Safeway had 
ever released dollar figures on its 
advertising. 

R. B. Lewis, manager of Safe- 
way’s advertising and research di- 
vision, in Oakland, reports that 
such information now is available 
only when a special study has 
been made, and that no such spe- 
cial study has been made of 1955 


ACB Newspaper Research Service 
brings you every advertisement 
you want to see that is published 
in daily or Sunday newspapers of 
the United States. You may have 
this service in complete tabulated 
and summurized report form; or 
you may make up your own reports 
from the full-page tearsheets we 
furnish you. 


With ACB Research Service, you 
know exactly what is being ad- 
vertised by your dealers; or your 
competitor's dealers; or the content 
and extent of releases by com- 
petitors in national advertising. 


ACB shows above how you can 
buy these services by markets; but 
you can order by your sales terri- 
tories; or even single towns. You 
may take these services continu- 
ously, or periodically. 
ACB Services are among the most 
useful tools in merchandising and 
distribution. They are so flexible 
that you can get exactly what you 
want in coverage—and in duration. 
Send today for catalog. 
Send for ACB’s Catalog. 48 pages. 
Describes each of ACB's 14 Research 
Services. Gives many case histories; 
cost of service, or method of estimat- 
ing; complete directory of dailies; 
U. S. Census of retail stores. It's 
free! Ask for it today. 


ACB SERVICE OFFICES 


79 Madison Ave. + New York 16 
18 S. Michigan Ave. + Chicago 3 
20 South Third St. ¢ Columbus 15 
161 Jefferson Ave. * Memphis 3 
51 First St. + San Francisco 5 
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advertising or estimated for 1956. 


@ There now are 23 subsidiary 
companies (for which addresses 
and phone numbers are listed) 
operated by Safeway. They utilize 
the services of 11 advertising 
agencies. 

One major fact emerges from a 
survey of all agencies and ac- 
counts: Safeway now is operating 
under a new policy with respect 
to tv and radio. Apparently it 
quietly took effect this year on a 
calendar year basis. 

Under the new policy, subsidi- 
ary supply firms may use only 
zone-owned programs which are 
controlled by the retail advertis- 
ing department. And each supplier 
must negotiate individually for 
time. 

Kenneth Maxwell, manager of 
Safeway’s central advertising de- 
partment, was reluctant to answer 
any specific questions on the ap- 
plication of policy or even on the 
policy itself. 


® Mr. Maxwell did indicate, how- 


ever, that soon after Warren 
Lingan retired as president, and | 
Safeway acquired an almost com- | 
pletely new top management, the 
company undertook a_ thorough 
review of its advertising program, 
brand by brand. 

This review has not been com- 
pleted, Mr. Maxwell explained, 
and it would be impossible to 
make any predictions as to what 
may or may not be done until the 
entire re-evaluation has been fin- 
ished. 

The company’s traditional posi- 
tion has been that knowledge of 
what it is doing or planning to do 
might prove helpful to competi- 
tors. Therefore the company has 
always played its cards close to 
the chest. 

Agencies handling Safeway ad- 
vertising, all with San Francisco 
offices except as noted, are J. Wal- 
ter Thompson Co.; Cosby & Coop- 
er; Brooke, Smith, French & Dor- 
rance; M. E. Harlan; Erwin, Wasey 
(no San Francisco office); Mc- 
Cann-Erickson; Hoefer, Dieterich 
& Brown; Ruthrauff & Ryan; 
Kenyon & Eckhardt; Dancer-Fitz- 
gerald-Sample, and Weiner, Oh- 


PLACES 


Must Concentrate 

More Advertising 

on those with 

More money to spend 
hil 


62.7% | 
of total lineage — 
a 
appears in the 
BUFFALO COURIER-EXPRESS 


Use it daily for more 
advertising for your dollar 
to those with more dollars 
to spend—Sunday for the 
state’s lar circulation 
outside of Manhattan. 


ROP COLOR 
available daily & Sunday 


BUFFALO 


COURIER-EXPRESS 


leyer, Reynolds & Baker. 

The 23 Safeway subsidiaries 
break down under the above agen- 
cies’ banners about as follows: 


]. Walter Thompson Co. 


Inactive advertiser. 


Atlas Meat Co. and is now known 
as Atlas Buyers, supplying meat 


count has been active, but the 


concentrated in Family Circle ex- 
clusively, but the last insertion 
here will be in the August issue. 
Some point of sale advertising is 
under way. 

Lucerne Milk Co., Oakland— 
Budget represents a considerable 
cutback in tv, but no change in 
policy, which is to use tv in se- 
lected areas. Scattered use is made 
of radio, depending on what zone 
time is free. Newspaper advertis- 
ing is confined to weekly Safeway 
price ads. 


Cosby & Cooper 

Bridgeport Canfish Co., San 
Francisco—Preponderance of ad 
budget goes to Family Circle, now 
in its 3rd year. Company also is 
using Sunset for the first time this 
year. It also uses point of sale and 
will participate in a tv market test 
scheduled for Washington, D. C., 
in mid-July. Otherwise account is 
inactivé as an advertiser. 

Lakeside Butter Co. division of 
Salem Commodities Co., San Fran- 
cisco—Cosby & Cooper handles ad- 
vertising for Montrose, Spring- 
house, and Shady-Lane butters, 
which are inactive as advertisers. 

Marlboro Beverage Co., San 
Francisco—Account has used Fam- 
ily Circle and will participate in 
upcoming Washington, D.C., tv 
market test. 

Regal Ice Cream Co., Oakland— 
Account has used Family Circle, 
but is not now very active as an 
advertiser. 

Tea Garden Products, San Lean- 
dro—Account uses Family Circle, 
is semi-active, but has suffered a 
budget cut. 


Brooke, Smith, French 
& Dorrance 

Brighton Fish Co. division of 
Safeway Stores, Oakland—Ac- 
count is using Family Circle, Sun- 
set and Parents’ Magazine, as well 
as point of sale and tv in specific 
markets. Budget has been in- 
creased, and here is an active ac- 
count and cheerful account execu- 
tives. 


M. E. Harlqn Advertising 

Charter Products, San Francis- 
co, division of Salem Commodities 
—Company produces Crown Col- 
ony spice, Snow White salt. Agen- 
cy handles advertising for these 
and also for Nob-Hill and Airway 
coffee, sold in the bean and ground 
in Safeway stores. These products 
are advertised in Family Circle 
and use point of sale material. 
Budget, although cut, remains 
substantial. 

Zenith Meat Co., Oakland, divi- 
sion of Salem Commodities—Ac- 
count activity status is “uncer- 
tain.” 


Erwin, Wasey & Co. 
Coldstream Products, San Fran- 
cisco—This subsidiary recently 
merged with Table Products Co. 
Agency handles advertising for 
Sunnybank margarine, but no in- 
formation is available. 

Kenwood Cake Co., San Fran- 
cisco—This subsidiary recently 
merged with Fairfax Baking Co. 
and moved to San Francisco from 
Los Angeles. Charles England, ad 
manager, declares, “It is a waste of 
money for Safeway to advertise in 
newspapers and on billboards for 
its own sponsored brands, sold on- 


Kepreseatoives Seatare, Meeker Meseut 
i Coast bhavle & Mawles 


ly in its own stores and not, there- 


and poultry to Safeway. The ac-|' 


budget has been cut back for the|/ 
rest of 1956. Advertising has been 


Brentwood Egg Co., Oakland— (9 


Crown Poultry Co., Oakland— 
Company recently merged with 7 


SUMNER H. WYMAN has joined the 
executive staff of Lawrence C. 
Gumbinner Advertising Agency, 
New York. For the past 10 years, 
he has been vp of Liquor Publica- 
tions and Ellis Publications. 


fore, in competition with other 
brands. Since, in Los Angeles for 
instance, only 15% of the popula- 
tion uses Safeway stores, it is 
much more important to use the 
advertising to get people into the 
store and then, with point of sale 
advertising, sell them the spon- 
sored brands.” 

Mr. England pointed to J. Wal- 
ter Thompson’s outdoor campaign 
on Safeway meat and fresh pro- 
duce as being “designed to get 
people into the stores.” 

Mr. England also said, “Many 
advertising agencies have a ten- 
dency to think in established pat- 
terns. Outdoor advertising and 
newspapers occur to them first, 
and they have few original ideas 
for point of sale advertising. If 
they would stop nursing hurt feel- 
ings over inactive and dropped ac- 
counts and come up with some 
new ideas, everybody would be 
happy.” 

Kenwood Cake, which will be 
continued as a brand name by 
Safeway, spends 80% of its budget 
on point of sale advertising, some 
linage in the weekly Safeway 
newspaper price ads, and some 
radio-spot commercials in selected 
areas. 

Charter Products—Erwin, Wasey 
also handles advertising for Jell- 
Well dessert, for which no infor- 
mation could be obtained. 


McCann-Erickson Inc. 
Coldstream Products—Agency 
has handled advertising for Royal 
Satin shortening, but the contract 
has been terminated as of June 30, 
as part of Safeway’s “re-evalua- 
tion” program now under way. 


Hoefer, Dieterich & Brown 

Dwight Edwards Co., San Fran- 
cisco—Edwards instant coffee for- 
merly was handled by Erwin, Wa- 
sey & Co. Account uses Family 
Circle and point of sale advertis- 
ing. Budget has been cut but re- 
mains substantial. 

Regent Canfood Co., now known 
as Regent Food Co., San Francis- 
co, division of Salem Commodities 
—Agency is strong in use of point 
of sale advertising but has suffered 
budget cutbacks in all other media 
usage. 

Table Products Co., San Fran- 
cisco—Company has 15 different 
products, only six of which are 
ever advertised. No budget chang- 
es have been made to date, but 
all accounts are inactive while 
Safeway goes through its review 
and.planning period. Account has 
used Family Circle, newspapers 
and tv in the past. 

Tuxedo Candy Co., San Jose— 
Account uses strong point of sale 
advertising, with largest share of 
budget going to this medium. Pe- 
riodically it uses Family Circle, 
the only magazine ever used. 
Newspapers are used only as a 
tie-in with some Safeway promo- 
tion. Uses tv spots in selected 
areas. It now has an intensive 
six-week campaign under way in 
the Kansas City-Wichita area and 
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in Salt Lake City. Television ad- 
vertising is placed either through 
Safeway zone manager or inde- 
pendently. Local and national ad- 
vertising plans are reviewed with 
Safeway zone manager. Budget 
has increased steadily in recent 
years. 


Ruthrauff & Ryan Inc. 


Charter Products—Edwards vac- 
uum-packed coffee and Canter- 
bury tea are handled by Ruthrauff 
& Ryan, using point of sale and 
Family Circle. Budget is large, al- 
though cut back from previous 
years. 

Fairfax Baking Co., San Fran- 
cisco (formerly known as Fairfax 
Bread Co.)—This is an active ac- 
count, but details are unavailable. 

Guthrie Biscuit Co., San Fran- 
cisco—Account is doing “some” ad- 
vertising and the agency handles 
Busy Bee soda crackers and Jane 
Arden cookies for this client. 

Hanford Milk Co., Oakland—<Ac- 
count does some point of sale ad- 
vertising but in general is inactive. 

Lakeside Butter Co., San Fran- 


ACB begins 37th year for 
daily newspaper industry 
ACB has for years performed a 
service for the nation’s news- 
papers, namely to make certain 
each national advertiser in the 
newspapers gets a proof-of-inser- 
tion of his advertisements. In 
doing this job well, ACB has re- 
moved the manual labor and the 
irritation and delays in checking 
newspaper advertising that pio- 
neers in advertising can easily 
recall. It is now easy for an ad- 
vertising agency to handle a heavy 
newspaper schedule. 

The city-by-city “flexibility” of 
newspaper advertising allows adver- 
tisers to pin-point the more respon- 
sive markets ...to use the retailers 
favorite media— newspapers . . . todo 
a closer job of timing . .. to employ 
the local authority and immediacy of 
the newspapers. 

Since all business is local—so are 
the newspapers. ACB has for years 


been reconstructing for merchandisers,, 


the widely varying newspaper adver- 
tising in the nation’s 1,393 localities. 
Thus, merchandisers get a sharp co- 
herent picture of this $2 billion annual 
newspaper advertising expenditure 
with all details of what their own and 
competitive dealers are doing as well 
as thru the medium of various Re- 
search Services. 

ACB Newspaper Research Services are 
made possible only because of the co- 
operation of over 1600 Dailies in using 
ACB to distribute their A 
as a direct help to agencies and their ad- 
These Newspaper Research Services for 
are discussed further in 
the opposite column. 


See opposite column fer 
of ABC Service Offices 
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Hevenor 


Woodard 


Voss 


ONWARD—Here are the principals of the new agency, Woodard, Voss 

& Hevenor, Albany, which was created by a merger of Woodard & 

Voss and Hevenor Advertising Agency (AA, June 25). Studying 

plans for expansion are. Tedford L. Woodard, president; Philip Voss, 
board chairman, and Horace L. Hevenor, exec vp. 


cisco—Agency handles Lac-Mix 
and Mac-Mix for this client, and 
both accounts are active in point 
of sale advertising. 

Lucerne Milk Co.—Agency han- 
dles advertising of Blossom Time 
cottage cheese for this client, al- 
though the account is inactive. 

Superior Cheese Co., Oakland— 
Budget this year has been cut back 
by about one-half. Account has 
used Family Circle; but this also 
has been cut back. Advertising 
now is mostly point of sale, and 
Dutch Mill cheese is being active- 
ly advertised in this way. 


Kenyon & Eckhardt Inc. 

Newport Products Co., Oakland 
—This formerly was known as 
Newport Soap Co. Since May, none 
of its products have been doing 
advertising of any kind. Agency is 
the “agency of record” but has 
handled no advertising for White 
Magic soap for some time. 


Dancer-Fitzgerald-Sample 

Regent Canfood Co.—Agency 
handles Lalani pineapple and La- 
lani pineapple juice, using only 
Family Circle. 


Weiner, Ohleyer, Reynolds 
& Baker 

Whitney Frozenfood Co., Oak- 
land—Client uses Family Circle 
and point of sale. Budget has not 
been cut, and advertising is also 
currently under way for the com- 
pany’s Bel-Air line. 


® This complex trail, of course, 
leads directly back to top-echelon 
executives of Safeway at the Oak- 
land headquarters. Here, none but 
Vice-President Mitchell would 
speak for publication. 

It was learned, however, that 
consolidations are going on among 
Safeway subsidiary supply firms, 


but with very few changes among 
the personnel handling advertising 
or sales. 

Only three such changes have 
been tracked down: Charles Clark, 
replaced as advertising manager of 
Newport Products Co. by F. E. 
Griffith; E. A. Durell, replaced as 
sales manager of Regent Food Co. 
by Charles Patton, and Charles 
England, who moved with Ken- 
wood Cake Co. (now Fairfax Bak- 
ing Co.) from Los Angeles to San 
Francisco. 

The “good guess” in the business 
is that those who are optimistic 
and confident already have had 
their programs re-evaluated by 
Safeway’s top executives and 
know what their future is. The 
others are waiting it out. 

All of the spokesmen for the 
major agencies speak highly of 
Safeway as an account, and there 
appear to be no indications of any 
further resignations of accounts. 
Royal Satin shortening appears to 
be the only account being termi- 
nated by Safeway. 


‘Zoo’ Used as Premium 
in Admiral Promotion 

Four large stuffed toy animals 
in realistic colors will be given free 
with every purchase of a 21” Ad- 
miral b&w television set or any of 
the company’s major appliances 
during a zoo promotion beginning 
now. According to Admiral Corp., 
Chicago, the animals, an elephant, 
tiger, zebra and chimpanzee, have 
a retail value of $44.80. Dealers 
will be supplied with a promotion 
display kit including store and 
window displays, pennants, co-op 
ads, radio spots, product displays 
and local merchandising plans. 

The promotion will get under 
way in each market with a news- 
paper page listing all dealers in 
the territory. 


Nielsen Boosts Bussmann 

H. Wynn Bussmann, formerly 
an account executive in the New 
York office of A. C. Nielsen Co., 
has been. appointed public rela- 
tions director of the company’s 
broadcast division. He will direct 
the promotion and pr activities of 
the division at the Chicago home 
office and supervise press rela- 
tions and publicity in the New 


FC&B Names Two Copywriters 

Foote, Cone & Belding has ap- 
pointed two copywriters to the 
Ford Motor Co.’s special products 
division account in the Detroit of- 
fice, scheduled to be opened in 
the near future. They are Rebert 
J. Hakken, formerly copy chief of 
Benton & Bowles, Detroit, and Da- 
vid Jenkins, previously with the 
advertising and sales promotion 


| staffs of Kaiser-Frazer Co., Willys- 


Overland and Chrysler-Piymouth 
Distributors. 


YOU REACH 


30,000 tonnage buyers of 
metals DAILY with... 2 
American Metal Market si 


Since 1899 The Meal 
Industry's Daily Newspaper 


18 Cliff St., New York 38, N. Y. 


York office. 
AAPA. 
Qs 


SIGHT.. 


plus—A CAPTIVE AUDIENCE and NO COMPETITIVE ADVERTISING 


SOUND.. 


GIVES YOU ALL 4... 


the “SELLING FOURSOME” 


ACTION.. 


‘vivincoLor! i 


It takes all four—sight, sound, action and vivid color—to do the selling job for you. © 
MPA gives you all four, plus a captive audience that sees no more than four non- 
competitive commercials. In many communities, the audience is equal to approximately 
80% of the population physically able to attend theatres. 
At every performance during the weeks you advertise on the theatre screens, you 
will be “all alone” in your line of business, holding the full attention of a captive es 
audience. MPA takes only one advertiser for each product classification in theatres a 


selected, for as little as one week or as many as 52 weeks in succession. 
YOU can do a lot of selling when you are the only one in your field who is advertising 


and selling to a captive audience. 
We invite you to look into this selling medium soon, as it is limited to only four non- 
competitive advertisers for each theatre for one week up to fifty-two successive weeks. 


Inquire now! 


More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. 
New Orleans, La. 


70 E. 45th St. = 
New York, N. Y. 
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CBS ‘Very Concerned’ Over Free 


Plugs; Other Nets’ 


(Continued from Page 1) 
ning airline credits altogether and 
letting the programs pay for what- 
ever service is required. 


s The CBS executive indicated 
that the network is concerned 
about the product mentions that 
slip into some of the live daytime 
shows. The offenders are being 
watched closely; continuity de- 
partment staffers are on hand at 
the rehearsals to try to catch such 
mentions before they get’ on the 
air, but this is not always possible. 
Writers, directors and performers 
who want to slip something in 
. usually are smart enough not to 
do it in rehearsal, it was pointed 
out. 

The last-minute nature of most 
of these ad-lib throw-ins would 
make the E&E Man’s suggested 
cure of blacking out the screen 
impractical in most cases, Mr. 
Jones said. 

Mr. Jones said the network also 
has been concerned about free 
promotion for motion pictures on 
such shows as Ed Sullivan, but did 
not consider this to be as pressing 
a matter since these shows—even 
those built around a movie—do 
have entertainment values. 


®& NBC: Dr. Stockton Helffrich, di- 
rector of NBC’s continuity depart- 
ment, said criticism is easy, add- 
ing: 


“We in the industry as a whole 
are inclined to defend certain cat- 
egories of alleged ‘free plugs’ on 
the ground that they (1) are jus- 
tified; (2) are wrongly lumped 
with what may actually be exam- 
ples of ‘payola,’ and (3) are to- 
tally acceptable to the viewing 
public. 

“I refer to such things as the 
trade-named merchandise given as 
publicized on programs whose very 
_ format calls for same; to programs 
in which for television perform- 
ance rights controlled by motion 
picture interests exchange credits 
are given as a part oi the arrange- 
ment; to programs where airlines 
are mentioned in return for nec- 
essary transportation they have 
supplied studio participants, etc. 

“Programs in those classifica- 
tions account for considerably 
more of the so called ‘free plugs’ 
than is indicated in articles con- 
demning other practices which we 
agree need curbing. 


s “The ferreting out of unmiti- 
gated ‘payola’ as contrasted with 
topical reference to and humorous 
exploitation of advertising slogans, 
trade names and the like is some- 
thing else again. We concede that 
there may be those who take ad- 
vantage of the industry attitude 
which holds that advertising (like 

, other manifestations of our life 
and times) is in itself a source of 
humor and even more serious dra- 
matic inspiration. 

“We make a conscious effort to 
avoid being ‘taken,’ work on a con- 
tinuing basis and without fanfare 
in trying to control these perni- 
cious practices and assure those 
concerned that the unjustified 
plugs getting by are the ones that 
slip through, not the ones that 
have been stopped.” 


® ABC: Robert E. Kintner, presi- 
dent of ABC, said he didn’t con- 
sider the issues raised by the E&E 
Man to be much of a problem at 
ABC. “We naturally are opposed 
to free plugs and our continuity 
acceptance department watches all 
our shows in an effort to keep them 
out,” he said. 

Ed Sullivan has been repeatedly 
cited for plugging movies on his 
Lincoln-Mercury show. Last week 
he said, in part, “In the final anal- 
ysis, everything is decided by the 


Attitudes Mild 
audience and the audience reac- 
tion is reflected in the ratings of 
a tv show. For eight years, my 
show has been top-rated and still 
is. Certainly part of that rating is 
due to the fact that, well in ad- 
vance of the release date of a mo- 
tion picture, our audience knows 
that they will see Gregory Peck in 
London, making ‘Moby Dick’; that 
they will see, well in advance of 
‘Guys and Dolls,’ Marlon Brando, 
Sinatra and Jean Simmons in ex- 
tensive backstage coverage ... 


2 “To accomplish these things and 
bring them to our audience, re- 
quires me to do a helluva lot of 
traveling and extracurricular work. 
Recent plane tragedies suggest 
that the round-the-world flying 
that I do assuredly carries its own 
hazards. 

“So, I think that your Eye & 
Ear Man should distinguish be- 
tween the type of thing that I do 
and: the ‘plugs’ he objects to on 
other shows. I don’t permit movie 
stars to walk on stage and plug a 
picture. My formula has been the 
preparation of a script which re- 
veals star names of Hollywood in 
facets infrequently revealed.” (He 
cited Burt Lancaster and Tony 
Curtis in an acrobatic act.) 

“I made the point that the final 
determination is in the hands of 
the audience. Both Bob Hope and 
Jack Webb, mentioned by your 


Silence Means Consent 

NBC-TV reports that none of 
the four advertisers, nor their 
agencies, on the June 17 Bob 
Hope color spec complained 
about the show’s preoccupation 
with plugging the comedian’s 
current movie, “That Certain 
Feeling.” 

The $200,000 telecast was 
sponsored by U. S. Rubber Co. 
(Fletcher D. Richards Inc.), 
with three participations, and 
by Savings & Loan Foundation 
(McCann-Erickson), J. B. Wil- 
liams Co. (J. Walter Thompson 
Co.) and Maybelline Co. (Gor- 
don Best & Co.), with one par- 
ticipation each. 


writer as flagrant examples of 
‘plugs,’ came up with very low 
Trendex ratings. The audience im- 
mediately tuned them off.” 


@ Two for the defense included 
Richard S. Robbins, who supplies 
$3,000,000 worth of merchandise 
yearly for giveaway shows, and 
Lawrence Joachim, a pr man, who 
says plug placement is a perfectly 
legitimate part of the public rela- 
tions business. 

Mr. Robbins, who has an arm- 
long list of names ranging from 
American Airlines to Westinghouse 
among his prize suppliers, says it’s 
good business for advertisers who 
sponsor giveaway shows to use his 
services. He furnishes them with 
high-quality, well-known brand 
merchandise and handles all the 
routine involved in getting the 
prizes to winners for a service fee 
which is charged against the show. 
He points out that prize program 
sponsors would mention the name 
of a refrigerator, for example, even 
if they went out and bought one to 
give away, since Mrs. Smith is in- 
terested in an appliance only if she 
knows what kind it is. 

Mr. Joachim said plug placement 
is a legitimate part of public rela- 
tions. He pointed out that plugging 
started with the comedians who 
found that topical jokes about cur- 
rent advertising gets laughs. 

On the film side, the largest of 
the syndicators is already on rec- 
ord. Frederic W. Ziv, board chair- 
man of Ziv Television Programs, 


lambasted free plugs in tv films 


ily in its own stores and not, there- | the 


Kansas City-Wichita area and | 


NOTHING 


| WIN ‘1,000. 
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PRIZE LEGS—The 
prizes for cor- 
rectly identifying 
these pairs of legs 
are a Hotpoint - 
refrigerator and 
freezer. Clue: 
The legs belong 
to personnel of 
Economy Sales. 
The contest runs 
from July 2 to 
Aug. 31. This ad 
ran in the Hart- 
ford Courant 
July 1. 


some months ago (AA, Dec. 12, 
55), and promised that advertisers 
buying present or future Ziv pack- 
ages will find them “plug-free.” 
Suggesting that the tv medium is 
being played for a “billion-dollar 
sucker,” Mr. Ziv declared: “There’s 
no such thing as a ‘legitimate way’ 
to sneak free plugs into tv shows.” 


ws Checking on the West Coast, AA 
found that free plugs are appar- 
ently bigger business than ever. 
Although there are periodic out- 
cries against them today, plugs are 
more in the open than in the past. 

Plug agents, who most fre- 
quently describe themselves as in 
“product promotion,” have a fairly 
standard price—from $200 to $250 
and up, depending on the caliber 
of the program they get it on. 

Payoffs have increased from 
one case of liquor to one-and-a- 
half cases or, for example, a mer- 
chandise order at a clothing store. 
Money is not often used for pay- 
offs. 

One example of money payoffs 
in which money does not actually 
change hands is furnished by the 
airlines. It is generally accepted 
in the trade that any airline is 
open to a due bill type of deal. The 


airline credits a performer or show P 


so many dollars for each plug. This 
goes into a pool which can be 
drawn upon for equivalent value 
in plane travel. 

A current estimate of the free 
plug agents now operating in Hol- 
lywood varies from six to ten; an 
exact count is difficult because the 
turnover is great. Also, plug agents 
do not seek general publicity be- 
cause it cuts down on their effec- 
tiveness. Since this is a contact 
business, wide acquaintance with 
entertainers, writers, producers, 
directors and prop men is essen- 
tial. 

So, usually, those in the business 
have a background in broadcasting, 
journalism, agencies or entertain- 
ment. 


s Contact is important because a 
substantial share of the plug ideas 
originate with show personnel} 
who have been alerted by an agent} 
that he is promoting the product. | 

Despite what seems a} 
plethora of plugs, networks do} 


their best to keep out those which! @ 


do not fit logically into a script.) 
Yet, with one or more show per-| 
sonnel looking for opportunities to 
sneak in a plug for the payoff in- 
volved, it’s just about ey cccgrmenr 


to the ranks of plug agents here 
subscribes to the “if you can’t beat 
‘em join ’em” school; he is an ex-| 
continuity editor for one of the) 
networks. 


‘bon 


Appliance Men Find 
Sideline; It's New 
NARDA Detergent 


(Continued from Page 1) 
40,000 lbs. per month through di- 
rect mail and phone solicitation. 

His talk so impressed the 
NARDA meeting that a committee 
was appointed to investigate the 
possibility of marketing a NARDA 
brand. 


= The new Wash Well is the first 
consumer product offered by the 
NARDA membership. President 
Don Gabbert emphasizes that the 
association has no intention of 
marketing any appliances under its 
own name, although the suggestion 
that it do so has been the subject 
of many a rump session at NARDA 
meetings and conventions. 

Wash Well is available in two 
types. One, for low-sudsing, is 
packed in a 20 lb. cardboard con- 
tainer at a retail price of $3.29. 
The other type, for general pur- 
pose use, is packed in 16 Ib. car- 
tons and retails for $2.93. The gen- 
eral purpose type is also available 
in 7% oz. packages for sampling 


urposes. 

The principal reason for 
NARDA’s entry into the private 
label field is that Monsanto’s “all” 
detergent was transferred from 
distribution almost exclusively 
through appliance stores to other 
channels. 

Apparently, the dealers were 
more than a little piqued at Mon- 
santo’s policy change, since they 
claim primary responsibility for 
establishment of the brand, ac- 
cording to NARDA. 


r. Court has joined Wank, 
McDonald & Lee, San Francisco, as 
to keep them out. It may be that! an executive and principal stock- 
one of the most recent additions| noiger. He formerly was vp in 


charge of sales and advertising of 
| Cutter Laboratories and a sales ex- 
‘ecutive with Kendall Co. 


in its 
Bauer & Black and other divisions. 
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12 Magazine Rate 
Raises Announced; 
Two More Expected 


(Continued from Page 1) 
when the guarantee will be boost- 
ed to 1,100,000. The b&w rate will 
be $5,300 and $5,540 on those dates, 
compared with $4,860 now. 

e Good Housekeeping will hike its 
rate with the February issue, with 
a b&w page costing $11,500 and a 
four-color page $15,750 on a circu- 
lation base of 3,400,000. 

e American Home’s bkw page 


.|rate, effective with the February 


issue, goes from $9,870 to $10,640 
with the four-color rate increasing 
to $14,600 from $13,500. The cir- 
culation guarantee will be up 100,- 
000 from 3,000,000. 

e Reader’s Digest, whose circula- 
tion guarantee goes from 10,000,- 
000 to 10,700,000 beginning with 
the January issue, will increase its 
b&w page rate 9.4% from $26,500 
to $29,000, with the four-color page 
rate advancing 12.9% from $31,- 
000 to $35,000. 

e Boys’ Life, starting with the 
January issue, raises its b&w rate 
to $5,100 from $4,250; four-color, 
from $4,770 to $5,724. Its circula- 
tion guarantee will be 1,600,000 
from 1,250,000. 

e Fortune will advance its rates 
effective with the January issue to 
$3,890 for b&w, from the present 
$3,670. The four-color rate goes to 
$5,830 from $5,500. 

e Life and Time announced rate 
increases effective Jan. 7. Life’s 
rates will advance about 6% with 
the b&w rate going from $21,775 
to $23,080 and four-color increas- 
ing from $32,740 to $34,700. Time’s 
b&w page rate goes from $9,680 
to $10,500, and four-color up to 
$15,750 from $14,520, an average 
increase of 8.5%. The Time rate 
will be based on a circulation in- 
crease of 100,000 to 2,100,000. 

e Collier’s and Woman’s Home 
Companion will boost their rates 
in January 22% and 12% respect- 
ively. Collier’s will advance from 
$12,700 to $15,495 for a bkw page 
with four-color up from $18,390 
to $22,435. Collier’s circulation 
guarantee goes from 3,700,000 to 
4,000,000. 

e Woman’s Home Companion 
boosts its b&w rate from $12,880 
to $14,425. The four-color rate 
will be raised to $19,285 from $17,- 
220. 

e U.S. News & World Report 
advances its page rates effective 
Jan. 4. The b&w rate goes from 
$3,975 to $4,430; the four-color 
rate from $5,945 to $6,625. 

e Motor will boost its rates 8.4%, 
coupled with an increased circu- 
lation guarantee, effective with 
the January issue. 


White Stag. Marcus Breier 
Merge: Form Division 

White Stag Mfg. Co., Portland, 
Ore., has merged with Marcus 
Breier Sons, Amsterdam, N.Y., 


|maker of Bantamac men’s sports- 


wear, and Marcus Breier will be- 
come the Bantamac division of 


White Stag. Marcus Breier, cur- 
rent president, moves to White 
Stag as vp in charge of the ex- 
panded men’s and boys’ wear di- 
vision. Louis Breier, present vp, 


|becomes the division’s advertising 


| 


| 
| 
| 


and promotion manager. White 
Stag corporate officers will remain 
in their present posts, and J. B. 
Kolliner has been advanced to the 


jnew post of administrative sales 


| 


director of all White Stag divisions. 

Under the merger H. Richard 
Seller Advertising, Portland, which 
was appointed to handle all White 
Stag advertising last month (AA, 
June 11), will continue to handle 
the women’s and children’s divi- 
sions; the men’s and boys’ wear 
division will move to E. A. Korch- 
noy Ltd., New York, Marcus Brei- 
'er’s current agency. 
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Canadian Business 
May Be Injured by 
U.S. Steel Strike 


By R. E. Martin 

Orrawa, Ont., July 10—The 
American stee] strike could seri- 
ously cripple the Canadian econ- 
omy and hamper construction of 
the $600,000,000 St. Lawrence Sea- 
way and the western leg of the 
transcontinental gas pipeline. The 
strike may tear into the expected 
record gross national product this 
year if the walkout lasts any length 
of time. 

And Canada is living under the 
shadow of a possible major steel 
strike of its own. Leaders of the 
United Steel Workers of America 
in the Hamilton area denied re- 
ports that Canadian steel mills 
would be shut down by unions as a 
result of the U.S. strike. 

However, they do point to the 
fact that lengthy negotiations with 
the Steel Co. of Canada in Hamil- 
ton have now reached the concili- 
ation stage. 

It seems evident now that a steel 
strike in Canada could not be 
linked with the U.S. walkout. 


s Canadian business is shuddering 
at the possible impact of the steel 
strike south of the border. If the 
walkout lasted long enough, virtu- 
ally every major Canadian indus- 
try would be hit because Canada’s 
expanding economy is geared to 
the U.S. steel output. 

About 88% of Canada’s iron and 
steel imports are dependent on 
U.S. production and 57% of Cana- 
da’s iron and steel exports go to 
the US. 

The effects will be felt here in 
two major ways: Many industries 


) will have to cut down production, 


’ inventories will drop and prices 


will tend to rise, thus edging the 
consumer price index even higher 
than the near-record high regis- 
tered in May. 

At the same time, shut-down in- 
dustries will lay off workers, pro- 
ducing a lower general level of 
purchasing power in many areas 
of the nation. 

This is the picture: In the first 
three months of the year, about 
90% of Canada’s steel imports 
came in from the U.S.—and Cana- 
da’s steel and iron imports from 
below the border have increased 
by over 150% in the past year. 


s Even the fast-expanding iron 
and steel industry in Canada can- 
not compensate for the loss of vital 
U.S. products—pipe, structural 
steel, nails, screws, drums and oth- 
er shapes—and it is obvious that a 
lengthy strike will seriously harm 
this country in a critical year of 
growth and development. 

An indication of Canada’s de- 


pendence on the U.S. for steel and 


etry 


? iron is that in the first three 


months of 1955, this country im- 
ported a total of $305,112,000 worth 
of the metals from the U.S. alone. 
In the same period this year, the 
— figure jumped to $406,204,- 
Trade Minister C. D. Howe has 
admitted in the House of Commons 
that a lengthy strike would prob- 
ably cut off supplies of pipes ur- 
gently needed for the western sec- 
tion of the pipeline. 


Low Back to Schwab & Beatty 

Daniel Low & Co., Salem, Mass., 
silver and jewelry manufacturer, 
has returned its advertising ac- 
count to Schwab & Beatty, New 
York, after an absence of several 
years. Donald W. Gardner Adver- 
tising is the most recent agency of 
record. 


Mishawaka Co. Boosts Lynch 

John W. Lynch, formerly field 
manager of sales promotion of 
Mishawaka Rubber & Woolen Mfg. 
Co., Mishawaka, Ind., has been ad- 
vanced to sales promotion man- 
ager of the company. 


_ to your appetite”? 


Sugar can help you control it . 


a | 
} 
-; {18 CALORIES! 
cage omete a 
SUGAR TO REDUCE—A sweet before a 
meal helps weight-watchers say 
“no” to super-size meals, says this 
Sugar Information Inc. ad—and 
the copy explains how and why. 
The ad will appear in the July 
23 Life. Leo Burnett Co., Chicago, 
is the agency. 


CHARLES D. BERTOLET 

Cuicaco, July 13—Charles D. 
Bertolet, president of C. D. Berto- 
let & Co., advertising representa- 
tive for Our Sunday Visitor and 
The Register, died at his home in 
Leaf River, Ill., today. He was in 
his early 80s. 

Mr. Bertolet’s career in adver- 
tising started with the old Lord 
& Thomas agency. Later he sold 
advertising space in the Chicago 
Chronicle, Chicago Journal, Mil- 
waukee Journal and the old 
Cloverleaf newspapers (St. Paul, 
Minneapolis and Omaha News). 
Before taking over as representa- 
tive of the two Catholic weeklies 
he was half owner of the St. Paul 
Daily News. 


EARL N. FINDLEY 

Wasuincton, July 12—Earl N. 
Findley, 78, editor and publisher of 
U. S. Air Services, monthly avia- 
tion magazine, died yesterday of a 
heart attack. Born at Xenia, O., he 
began his career in the subscrip- 
tion department of the Encyclo- 
paedia Britannica in Cincinnati. 
In 1900 he joined the Lockhart Iron 
& Steel Co., Pittsburgh, and eight 
years later became a newspaper 
man, working for midwestern 
newspapers. He became interested 
in aviation after meeting the 
Wright brothers, while he was a 
reporter on the old: New York 
Tribune. He worked for the New 
York Times’ Sunday magazine for 
several years as an aviation spe- 
cialist. After serving in the avia- 
tion section of the Army Signal 
Corps during World War I, Mr. 
Findley became editor of U.S. Air 
Services, which first appeared in 
1919. He became its owner and 
publisher in 1925. 


JOHN C. ROHRS 

New York, July 12—John C. 
Rohrs, 35, senior copywriter in the 
promotion department of Redbook, 
died of internal hemorrhages 
July 10 at White Plains Hospital. 
He had been with the magazine for 
the past year. Previously he had 
been promotion manager of Na- 
tion’s Business and a copywriter 
with Family Circle. He was born 
here and was graduated from 
Dartmouth College. His brother, 
Robert Rohrs, is an advertising 
salesman on Woman’s Home Com- 
panion, 


Time Inc. Names Powell 

W. Wallace Powell, formerly di- 
rector of merchandising of Hoover 
Co., North Canton, O., has been 
appointed circulation agency man- 
ager of Time Inc., New York. He 
will be responsible for all commis- 
sionable subscription sales ob- 
tained for Fortune, Life and Time. 
It is largely a new position, John 


Last Minute News Flashes 


Firestone Talks to 5 Agencies About Snow Tires 


Akron, July 13—Firestone Tire & Rubber Co. reportedly is on the 
verge of naming an agency to handle advertising for its Town & Coun- 
try snow tires. At least five agencies have been pitching for the ac- 
count, AA learned. They are Kenyon & Eckhardt, J. Walter Thompson 
Co., Campbell-Ewald, Fuller & Smith & Ross and Foote, Cone & Beld- 
ing (which already handles new product advertising for Firestone). 


William Underwood Co. Names K&E 


Boston, July 13— The advertising account of William Underwood 
Co., Watertown, Mass., which has been with Batten, Barton, Durstine 
& Osborn since 1938, has been switched to Kenyon & Eckhardt, and will 


| be handled from K&E’s new Boston office. Frank S. Christian, formerly 


exec vp and account supervisor of Hermon W. Stevens Inc., Boston, 
has been named manager of K&E’s new office. 


Burnett & Logan Resigns Harnischfeger Homes 


Port WASHINGTON, Wis.—Burnett & Logan, Chicago, has resigned 
the account of Harnischfeger Homes, effective Oct. 31. The company, 
which manufactures prefabricated homes, is not expected to name a 
successor for at least a month. 


Street & Finney Gets Mentholatum in Canada 


BurFAaLo, July 13—-Mentholatum Co. has moved its Canadian adver- 
tising account to a New York agency, Street & Finney. Vickers & Ben- 
son, with offices in Montreal and Toronto, is the previous agency. 
Street & Finney has no Canadian office. J. Walter Thompson Co. will 
continue to handle advertising in the U. S. 


Loyola University Wins New Orleans Channel 4 


WasuincTon, July 13—The Federal Communications Commission to- 
day awarded tv Channel 4 in New Orleans to Loyola University. The 
other applicants were the Times-Picayune Publishing Co. and James A. 
Noe Co. The award stipulated that no construction begin pending a 
final decision on proposals to substitute uhf for the previously planned 
vhf channels in the city. 


John Strouse Joins Erwin, Wasey in L. A. 


Los ANGELEs, July 13—John Chase Strouse has resigned as a vp and 
account supervisor of Cunningham & Walsh, New York, to join Erwin, 
Wasey & Co. here as senior account executive on the Carnation Co. 
account. Mr. Strouse also has been a senior account executive at Ken- 
yon & Eckhardt and Dancer-Fitzgerald-Sample and an account ex- 
ecutive at Young & Rubicam, all in New York. 


Esterbrook Weighs Shift from Aitkin-Kynett 


CAMDEN, July 13—Esterbrook Pen Co. has been interviewing agen- 
cies for several weeks now, “with the possibility of switching” its ac- 
count, worth about $700,000 in billings. Aitkin-Kynett, Philadelphia, 
which has handled Esterbrook since 1927, is still “very much in the 
race,” the company reports. Frank Wolstencroft, director of advertis- 
ing, says the company is “not remotely interested in solicitations” from 
any other agencies. A decision is expected in a matter of weeks, he 
said. 


MacManus Opens Houston Office; Other Late News 


@ MacManus, John & Adams is opening a new branch office in Hous- 
ton, at an address still to be selected, with Robert J. McCarthy as man- 
ager. He was formerly a staff writer on the Houston Post, public re- 
lations director of the University of Houston, an account executive 
with Wilhelm-Laughlin-Wilson advertising agency, and radio-ty di- 
rector of D’Arcy Advertising Co.’s Houston office. 


e O. R. Whitaker Jr. has been named western ad manager of the 
American Weekly, Chicago. Formerly eastern ad manager, Mr. Whita- 
ker succeeds Richard Bennett, who died last month. 


e Latest automotive ad cutback came this week from American Motors 
Corp. (Geyer Advertising and Brooke, Smith, French & Dorrance), 
which asked ABC-TV to find another sponsor for half of its time on 
“Disneyland.” The available alternate week half-hour, which already 
had been signed for the 1956-57 season, will be picked up by a cur- 
rent “Disneyland” co-sponsor, Derby Foods (McCann-Erickson). 


@ Schenley Distillers Inc. fired three one-shot b&w three-quarter 
page ads in the Chicago Tribune, Indianapolis Star and the Milwaukee 
Journal this past weekend, each headed “Schenley loves Illinois [or 
Indian# or Wisconsin] for making the new Schenley ‘Showcase’ bot- 
tle such a big success.” Schenley may expand the campaign. 


@ Home Decorators Inc., Newark, N. Y., has appointed Phil Gordon 
Agency, Chicago, to handle advertising for its Silbond division. Silbond, 
a new brand of copper-bottom cookware, will be sold exclusively 
through Silbond counselors. Promotion plans include newspaper and 
magazine advertising and point of sale material. Hicks & Greist, New 
York, handles State House sterling and plate and Arcadian china. 


e Charles E. Patrick has joined Doyle Dane Bernbach Inc., New York, 
as an account supervisor. He was formerly with Emil Mogul Co. and 
Donahue & Coe. 


Stanton Ends Long on pe soe with Santi ahenenten 
Grilling by House _ [right ve related to the same mat. 
Unit; Lee Is Next nee nn 


taken up with Mr. Stanton. 


WASHINGTON, July 13—There} Nothing of particular relation 


L. Hallenbeck, circulation director, 
said. 


were “no comments” today as CBS 
President John Stanton emerged 
from nearly five hours of secret 
questioning by members of the 
House anti-trust subcommittee. 

Neither Mr. Stanton nor Rep. 
Emanuel Celler (D., N. Y.), the 
subcommittee chairman, would 
comment on the subject-of the 
hearing. 

Meanwhile, there was specula- 


to CBS has been mentioned in any 
of the public hearings of the sub- 
committee. The committee staff, 
however, is known to have CBS 
files which were obtained earlier 
this year by subpoena. There have 
been reports here that the subcom- 
mittee is looking into the long con- 
troversy between CBS and Zenith 
over the acquisition of Channel 2, 
Chicago. 


87 


Mrs. Grozier 
Seeks to Wrest 
‘Post’ from Fox 


(Continued from Page 1) 
has contended he has overpaid the 
Groziers by $200,000. 

Mrs. Grozier asks that Mr. Fox 
be enjoined from encumbering or 
transferring stock and property of 
the Post, and she charges that 
records of the Post have been re- 
moved and secreted. 

While attorneys for the Groz- 
iers and Messrs. Fox and Bottom- 
ly argued whether the sale of the 
newspaper to Mr. Bottomly would 
“irreparably damage” the Grozier 
estate (as the estate’s lawyers con- 
tend) or offer the only chance for 
the paper’s survival (as Fox law- 
yers argue), one significant de- 
velopment took place. 

Boston advertising agencies were 
notified July 12 that “by a written 
instrument dated July 10, 1956, 
your account to the Post Publish- 
ing Co. has been assigned to John 
S. Bottomly, Esqu., who is now 
the sole owner thereof. You will 
kindly make payment to John S. 
Bottomly...” The notice was 
signed by Post Publishing Co., R. 
E. Doten, treasurer. Boston news- 
papers identified the signer as Mrs. 
Rita E. Doten, treasurer and per- 
sonal secretary to Mr. Fox. 


= It looked as if the proposed sale 
of the Post would be stalled for at 
least a week while attorneys sought 
to hammer out a stipulation—the 
solution suggested by Judge Lewis 
H. Goldberg, of Suffolk superior 
court, 

Basically, observers felt, the 
problem was for Mr. Bottomly to 
raise enough money to satisfy the 
Grozier estate, which sold the 
newspaper to Mr. Fox four years 
ago. Chester C. Steadman, attor- 
ney for the Groziers, who himself 
had a hand in running the news- 
paper prior to the Fox purchase, 


told the court, “If Mr. Fox or Mr. © 


Bottomly or the cémbination will 
deposit negotiable securities of $1,- 
200,000 or provide security com- 
pany bonds, I'll disappear from 
this courtroom, and you won't see 
my shadow.” 

The stipulation period is an ef- 
fort to compromise these view- 
points, with Judge Goldberg as- 
serting that the Post “ought not to 
be allowed to die” and pointing 
out that if counsel for the parties 
couldn’t agree, he would have to 
act on Mr. Steadman’s bill in 
a and request for an injunc- 


® Earlier in the week, Mr. Fox 
gave Mr. Bottomly a 24-day op- 
tion to buy the newspaper, and 
records show that Mr. Fox also has 
given Mr. Bottomly a mortgage 
for $250,000 on Boston Post real 
estate. 

The government, which received 
$44,000 from Mr. Bottomly, is said 
by Boston sources to have agreed 
to wait out the option period on 
the chance it may thus obtain 
another $219,000 it says Mr. Fox 
owes for social security taxes for 
the second quarter of 1956. 

The newspaper got a new lease 


on life July 7, after Mr. Fox’s an- | 


nouncement the previous night 
that publication had been discon- 
tinued. At 8 p.m. that evening ‘t 
was announced that Mr. Fox had 
reached an agreement for the pur- 
chase of the newspaper assets of 
the Post by Mr. Bottomly. 
Although Mr. Fox’s attorneys 
have insisted he has the right to 
dispose of the newspaper through 
July 23, attorneys for the Grozier 
estate have insisted that Mr. Fox 
failed to keep up the schedule of 
payments agreed upon in June, 


1952, when he bought the news- 
paper for $3,200,000. 


Fads 


| of 
6 es | = . 
ae rr ae 
‘kee te help ya RN aa. : 
papers moe pe i ay 
=o | : 
s Reeiaieiccessio: ee 
: eee «| ~ 
y ‘ ‘ 
°¢ Pe | ie 
| ee 
BP | — 
| = 
| : Ps | a 
errs 
eee st = 
§ 
: Ps | 
; cS rrrrrr——ti—*” a 
] mn. 
Ny 
a 
| 
_ Bo | 
ee 
ee z 
oe | 
| , 


HELP WANTED 


HELP WANTED 


ASSOCIATE EDITOR, male, for multiple | 
Publisher of leading national technical | 


magazines. Some metalworking or indus- | azine in 


trial background essential. Splendid fu- 
ture for someone who likes a onanenenes 
position. C tly ex di | 
highly in industry, offers 
growth and opportunity to right man. 
Profit sharing, pension and 
pians; air conditioned office in 

suburb. Present vacancy created by ac- 
quisition of new publication. 

x 8720, ADVERTISING AGE 
200 E. “tilinois St., Chicago 11, Illinois 


Detroit's largest publication printer re- 
res Chicago man. M have experi- 


SPACE SALESMA 
To represent leading trade-fashion mag- 
men’s apparel industry. Creative 
selling ability, knowledge of advertising 
values required. Want ambitious, person- 
able future — young man 
See Miss Richards, 


Splendid 
opportunity. uire, 
| Inc., 65 East South Water Street, 
insurance | 2200. 


Los Angeles aorenares magazine pub- 
lisher needs direct mail promotion man. 
Circulation and advertising. A aintance 
with agricultural field essential. Good 
starting salary. 
Box 8714, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ence in selling and servicing p 
Write David Safran, 3938 Bellevue, De- 
troit 7, Michigan. 
BUSINESS PAPER WRITER 

We want to add a well-trained, but not 
necessarily widely experienced, writer to 
our staff to become, first, an editorial as- 
sistant and then to be advanced as ——- a 


as possible to full editorial direction of 
one of our business publications. A great | 
lifetime opportunity with substantial ulti- | 
mate earnings and profit participation in | 
a well established and growing company. 
Give full outline of education and experi- 
ence, personal details and income needs. 
Box 8728, ADVERTISING AGE 
200 E. lilinois St., Chicago 11, Illinois 

WANTED—GIRL FRIDAY for well estab- 

one-man ad agency--prefer 25-35 
age—must know agency jure—must 
be able to take dictation—starting salary 


month. 
Box e704 8704, ADVERTISING AGE 
200 &. Iilinois St., Chicago 11, snot 

WANTED—Experienced space salesman 
cover established Midwest territory of so 
year old —— firm. 

Box 8691, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB — 


CREATIVE. TALENT 
ADMINISTRATIVE semanas ~~ 
MOLENE An 3-44%4 
Bankers Bidg. ___Chicago 3. 
SALES and ACCOUNT MAN for sales 
promotion and merchandising studio. 
Knowledge of graphic Goahndqess neces- 

sary. Also apprentice. 

Box 8719, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

PUBLIC RELATIONS DIRECTOR 
National trade association | in building in- 
dustry } ted in W D.C. wants 
experienced young man (30-40) as public 
relations director. A job with a ture. 
Solid newspaper background essential. 
Advertising, magazine, radio & tv experi- 
ence helpful. Prefer school of journalism 
graduate. Starting salary $8,400 with raises 
«as warranted. Enclose — resume 
of past experience. Reply 

Box 8725, ADV ERTISING AGE 
200 E. Illinois St., Chicago 11, 


“Our 45th Year” 


INDUSTRIAL COPY 

ASST. ART DIR. Mfg. $12-15,000 
MGR. Adv. Research, . Open 
MKTG. DIR. Agy. to $15,000 
ADMIN.-Creat.; Small Agy. to $12.M. 


GLADER CORPORATION 
“The Agency's Agency” 
Stanley D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE. 6-5353 Chicago 


$15,000 


POSITIONS WANTED 


REPRESENTATIVES AVAILABLE 


ADVERTISING EXECUTIVE 
Solid experience as industrial ad man- 
ager; currently agency account executive. 
Good administrator; experi budget 
planning and management, media, 
copy, production, merchandising. Excel- 
lent references. 
Box 8727, ADVERTISING AGE ___ 
FOR ADVERTISING MANAGER 
12 LF age exp., 8 agency. Major appl., hous- 
indus. All media, includ. TV. 
Galsghane copy, layout, prod. Deal with 
top mgmt. Provn. orgnzr, admstr. Chgo. 
Box 8461, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 
ADVERTISING PRODUCTION MAN 
Yg. man to start in production with med. 
size agency and grow, grow, grow. 
Box 8726, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Merchandising Specialist 12 yrs. exp. in 
mdsg., Public Rel., Sls prom. for whole- 
sale and retail specialty operations, desires 
Ad Agcy. or Publ. position. Female, at- 
tractive (they say) age 35, college grad. 
Willing to travel. Resume and refs. upon 
request. 
Box 8716, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Two young, aggressive display sal 

wanted by 7-day daily in one of Pacific 
Northwest's fast growing areas. Ideal year 
around climate, outdoor recreation. Paper 
is lineage leader in its circulation class. 
Enthusiasm and desire to progress more 
important than experience. ———% full 
particulars, requirements, = : R. G. 
orgy Lewiston Morning ky Lewis- 

daho. 


LEADING NATIONAL POULTRY MAGA- 


ZINE needs aggressive advertising sales- 


| men with some selling experience to con- 


tact top personne! on national and region- 
al accounts in Midwest. Must be capable 
of planning presentations and doing a 
constructive selling job. Travel essential. 
An unlimited challenging field. Only men 
willing to give unstintingly of time, en- 
ergy, and imagination need apply. Write 
(do not phone or call) giving age, ee 
perience, and income requirements. 
ican Poultry Journal, 180 N. Wabash Ave., 
Chicago 1, Illinois. 
ADVERTISING MANAGER 

with consumer product experience by 
cosmetic manufacturer. Must have crea- 
tive ability and be of dli 
all phases of advertising from liason work 
with our agency to developing complete 
sales campaigns. Direct —_—, experience 
— but not necessary. Not over 35. 

ry commensurate with 4 ability and ex- 
perience. An outstanding opportunity for 
the man that qualifies. Give complete de- 
tails first letter to: 

Box 8728, ADVERTISING AGE 

200 E. Milinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 

GEORGE WILLIAMS - PLACEMENTS 
209 S. State St. Ha 717-1991 Chicago 


Agency Partner Wanted 
4 rth = | — agency; 
bulshed over 15 “8 m othe da 
past 18 mon jue 
rough a rg efforts. Drop-off 
in L. . & put us in red, with ap- 


a. 000 Lm -forward 
"ious. Working ca gs 2 = —_ 


wilt r 
=e f oes 


000 in cash. —— 
rite in confidence, P*. Ne Adee. 
yee E. [Mlinois St., 
Chicago 1, 


Leyal, Resourceful Secretary 
with all-around small agency experience 
would like position with considerate em- 
ployer desiring mature, efficient assist- 


200 E. Illinois St., Chicago 11, 

PUBLIC RELATIONS—PROMOTION 
Nine years editorial experience in mar- 
keting and advertising. Currently editing 
national publications in these fields. 
Strong emphasis in ~~ — ope pro- 
motion, selling. Chicago ar 

Box 8722, ADVE VERTISING AGE 

200 E. Mlinois St., Chicago 11, Illinois 
TRIPLE THREAT—<ales prom mgr., ad 
mgr., exec. art dir. with wide experience 
in merchandising equip. industry. Trade 
Pub. Collateral, TV spots, relocate in 
southwest or west. 

Box 8721, ADVERTISING AGE 
200 E. Minois St., Chicago 11, Illinois 
MERCHANDISING -MARKETING 
Seven year food experience in sales, field 
sales supervision and merchandis 
through super marts, also institutiona 
food experience. Seek position in market- 
ing of consumer products where training 
and ability can oe fully utilized. B. = Ad- 
vertising M.B.A. Marketing, Age 35. 
Box 8718, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
ADV. PROD.—® years experience with top 
agencies & publications. Full knowledge 
of engraving, mats, rates, type spec. Com- 

know-how on all. Cost cutting de- 
vices means $$ prt for you. 
Box 8724, TISING AGE 

__200 E. Illinois St., Chicago 11, Illinois 


CREATIVE DESIGNER, Illustrator, Art 
Director, Retail and National adv. e r., 
4 consider part time position, ‘0. 


7 hex 8717, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ilinois 


CREATIVE ART DIRECTOR 
33, Modern layout technique, cons.-indust., 
all media, wide ability, now A.D. or exec. 
level —_ 4-A midwest agency 
Box 8694, ADVERTISING ‘AGE 
200 E. Illinois St., Chicago 11, Illinois 


~~ PRODUCT ADVERTISING 


MANAGERS 
Na i manufac- 
turer of industrial and building 
ucts located southern Ohio 
is expanding advertising de- 
a. Excellent opportunity 
or two aggressive young men 
20—30 to develop advertising 
and sales promotion for product 
lines. Write giving resume and 
salary requirement. 
Box 148, Adv i 


ADVERTISING REPRESENTATIVE 
Expd, live-wire ad rep with proven reco: 
of sales increases. Highest calibre. On 
staff of multiple trade pub. firm. Want 
roe gee _ pubis) with growth poten- 


N.Y., e Eastern terr. Excellent 
— 3 33 yrs. $10 
Box 8723, ADVERTISING AGE 


480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 
ADVERTISING AGENCY NEEDED 
Publisher of year old, monthly trade mag- 
azine serving the apartment house man- 
agement field, seeks reputable Advertising 
Agency as Representative. Magazine has 
tremendous advertising potential, as it 
reachs an untapped, multi-million dollar 
market. Write: Apartment Management, 
626 So. Federal St., Chicago 5, Illinois. 
OWNER OF TWO TRADE 
PUBLICATIONS DESIRES 
to purchase third publication. Real oppor- 
tunity for outstanding salesmen and to 
join firm investing small capital in going 


200 E. Illinois St., Chicago 11, Illinois 
Milline rate is for the pigeons. Get cardi- 
nals. Buy by the inch in Sanders ABC 
Geneseo, N. Y. 

Young publishing executive, ten years’ 
experience in business publications, all 
with same company, desires opportunity 
to purchase small book, preferably region- 
al in Midwest or West. Presently manag- 
ing publication grossing $165,000. Age 33, 
married. Would consider gradual take- 
over from present owner or outright pur- 


¢ 
Box 7515, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


Weekly newspaper with complete = 

located in small town within 20 mi of 

Atlanta, Ga. Plant well equipped and also 

does job printing. ice $8. . wil fi- 

nance. Write or wire J. 

Church Street, Decatur, Ga. 

PHOTO DISPLAYS & MURALS 

Presentations in Color 

GEORGE E. KUHN 

Syndicate Photo Judson 6-1502 


Stock color illustrations for 


45 St., 


148, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


1 department. 


ge a pr 


PUBLICATION PROMOTION MANAGER URGENTLY NEEDED 
We publish 11 business publications. Six are monthlies in various fields, others 
are export, onnuals, and specials. Already 
business is growing rapidly and so are 
Right now we need a versatile promotional writer who can develop and 


Tile, men sosde, @ be. atte, to wile eSeatre 


a substantial volume, our 
people. 


to sell both 
sales 


other vertising. He will work direct! 

mediately become — important part 
If you think you ~ a 

to locate in Dohuth ¢ give a 
salary expectations. 


DAVIDSON PUBLISHING COMPANY 
405 East Superior Street. Duluth, Minnesota 


esident and 
a hard-wor'! team. 


yh yp = i byt Ay 


LEADING INDUSTRIAL PUBLISHER 
has two fine territories open—Cleveland and New York. 
Excellent salary and incentive arrangement. 
Only men with industrial space sales, industrial advertis- 
ing agency, industrial advertiser or industrial products 
sales backgrounds will be considered. 
Write full particulars with first letter. Personal interviews 
arranged immediately for men with desirable qualifica- 
tions. All applications held in strict confidence. 
Address replies to Box 147 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


YOUR CLASSIFIED 
ADVERTISEMENTS HERE 
WILL GET RESULTS 


| DOUG SMITH, INC. } 


A complete placement service 
of Ad men, for Ad men... by an Ad ma 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FReakiin 2-3280 


ACCOUNT EXECUTIVE 
OR 
AGENCY PRINCIPAL 


Long established and highly re- 
garded Chicago agency offers 
unusual opportunity to account 
executive or agency principal 
interested in improving his posi- 
tion while providing his client, 
or clients, with better service 
and more effective advertising. 
To such a man—able to establish 
his status by the control of de- 
sirable business—we offer top 
level management position with 
increased present earnings, 
unlimited growth and remu- 
neration potential plus an op- 
portunity for worth-while stock 
participation. If you are this 
man, tell us about yourself in a 
confidential letter to Box 142, 
Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill. 


If you are now cove 
South and T soe oS oe 


vtial yh — 4 
tion and advertis- 


es 
. Illinois St., Aghicago ing Age: 


EXPERIENCED FARM MARKET COPYWRITER 

to be an integral and important member of a 20-man farm 
account group serving national agricultural clients in a 
$19,000,000 agency. You should: Understand farming, 
farmers, and farm marketing; range in age from the late 
20's through the mid 30's; want to be a member of a 
creative team; have solid experience writing print and/or 
Radio-TV copy; preferably for farm accounts. Agency 
background. If you are interested, please write full details 
to P. R. Smith, Personnel Director, Gardner Advertising 
Co., 915 Olive St., St. Louis 1, Missouri. 


} 


ra! 


business. Not interested in| 
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ADVERTISING MANAGER 
Excellent opportunity for ambitious 
man in ve national organi- 
zation upstate New York. Supervise 
all phases advertising including 
preparation of budget, liaison with 
advertising agency, development of 
sales promotion material. Must be a 
self-starter, have ideas and know 
how to sell them. Age 25—40. Prefer 
man with college degree and at 
least two years advertising experi- 
ence. Knowledge of building prod- 
ucts desirable but not essential. 
Reply should include age, educ 
experience, salary expectations 
Write to Box No. 143, Ad 
Age, 200 E. Illinois St., Chicage 11, 
lil. 


WANTED 
by Major Agy. Agency 

Promotion — Sales — Mer- 
chandising. The man we 
want has a good record in 
promotion—sales and mer- 
chandising tobaccos—drugs 
and food products. Salary 
will be commensurate with 
experience and know-how. 
Write giving complete resu- 
me. Box 149, Advertising 
Age, 480 Lexington Ave., 
New York 17, N.Y. 


Walter Lowen 


PLACEMENT AGENCY 


we 
Headquarters since 1920 for 
ADVERTISING AND 


COPYWRITER 
WHO IS BUMPING A 
VERY SMART HEAD 
AGAINST THE CEILING 


Are you ready for this 
$15,000-$18,000 job . . . and 
@ green light to becoming 
Copy Chief? ~ 


Move over. Let us sit in your chair 
for a minute. gy re with a good 
agency. Pro a bigger agency 
than ours, You’ a ee a terrific 
job. Your ideas, your headlines, 
your copy, reflect very few of the 
sins that so many advertising men 
commit. You avoid the cliche, the 
stereot You start with a f, 
appr firmly attached to a 
sound selling idea. You communi- 
cate it to the reader with copy that 
is simple, clear, vivid, pictorial. 
You have the campaigns to prove 
it. You’re good. 
Sus Gere Soe good men choad of 
yeu. You're ready or more respon- 
sibility. You're ready for the top 
level team in an agency where you 
won't be bumping your ad. 
You're ready for it now. You don’t 
want to wait. 
If you're that man, you'll find that 
opportunity here. We're a Mid- 
west 4A agency with a substantial 
number of important national and 
regional accounts that any top- 
flight creative man would find ex- 
tremely challenging and satisfying 
We're located in ity i 
e’re locate @ major ¢ n 
Southern Ohio. "There se p Pog 
muting trains. No school problems. 
It’s a nice place to live. 
If this sounds interestin 
we ought to sit down an 
over. 


BOX 136 ADVERTISING AGE 
200 E. ILLINOIS 
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The Midwest's 
‘a eutstanding placement 
; mum service for Adv.-Art & 
printer allied fields. 
Plac ement By appointment only 
Counselors di a suite vatr 
J 
g 
Fine, Fast, Fairly Priced Photography 


107 N. LaGALLE. CHICAGO 


PUBLICITY 


CONVENTION INDUSTRIAL 


pics 


photographers 
DEARBORN 2-1062 
WLINolrs 


COMMERCIAL 


We are interested in buying 
a major stock interest or 
outright purchase of a trade 
or group of trade publica- 
tions which are established 
and are in potentially grow- 
ing fields. 

The present management 
and organization would be 
considered an important 
part of any agreement. 

All replies will be held in 
the strictest confidence. 
Box 998 Advertising Age 

200 E. Illinois St. 
Chicago 11, Illinois 


or billings from cur- 


for 
activities in related * felds necesaitates ex- 
pansion. * 


ART DIRECTOR 
We are ready for a design—layout 
man who will put his imprimatur 
on this agency’s work. He should 
be able to direct photography, type 
and all elements that give agency 
art a “face”. This is a rare oppor- 
tunity in New York City. Salary is 


pation. Box 146, 
AGE, 480 Lexington Ave., New York 


17, N. Y. Fe 


WANTED 
ASSISTANT 
ADVERTISING 
MANAGER 


One of our clients, a major Chicago 
manufacturer with an advertising 
budget in excess of $2,000,000, offers 
a splendid opportunity to a young, 
aggressive advertising man with man- 
agement ability and potential. 
This man will work directly with ad- 
vertising and sales management, and 
will be given every opportunity to 
progress in a challenging business 
where advertising is a major factor 
in success. 

The requisites are: idea capacity, 
copywriting ability, willingness to 
work hard, some knowledge of pro- 
duction. 

For the right young man, this is an 
opportunity to succeed with a leader. 
Benefits are attractive. Salary com- 
mensurate with ability. 

Please send complete statement of 
experience, no phone calls please, to 
Allen B. Dicus 
Executive Vice President 
Mac Farland, Aveyard & Company 
333 North Michigan Avenue 
Chicage, Iilineis 


Necchi Has 17% of 
U.S. Sewing Machine 


(Continued from Page 2) 
Necchi-Elna line and the third is 
a Christmas display featuring the 


ture machines. 


machines and parts.” 


s The Miracle, a new low-price 
line imported frcm Spain, was in- 
troduced in the course of the tele- 
cast. Retail prices will start at 
$59.95. Mr. Jolson called the Mira- 
cle the company’s answer to “the 
influx in recent years of low qual- 
ity machines manufactured in 
other parts of the world and 
flooded on the American market.” 

Necchi machines are imported 
from Italy, Elna from Switzer- 
land. All the company’s machines, 
however, are assembled in this 
country. 

Necchi-Elna currently has some 
2,500 distributors and dealers and 
10pes to add 100 department store 
jealerships to its roster in the next 
two years. 


Time & Copy, New Memphis 
Agency, Specializes in Radio 

Time & Copy, a new agency de- 
voted exclusively to radio adver- 
tisers, has been opened in Mem- 
phis, with offices at 2114 Union 
Ave. Principals are Ruth Taylor, 
formerly associate director of ra- 
dio of R. S. Risman Advertising 
Agency and with Schorr & Mul- 
ler Advertising; Jan Gardner, pre- 
viously copy-media director of 
Rising & Taylor Advertising and 
associate radio director of R. S. 
Risman, and Bailey Campbell, for- 
merly account executive of Simon 
& Gwynn, and president of Foto- 
vox Inc. 


Daubert Appoints Hartman 
George H. Hartman Co., Chicago, 
has been appointed to handle ad- 
vertising for a new line of con- 
sumer products produced by the 
Daubert Chemical Co., Chicago. 
The first of the new products is an 
insecticide for household use. 
Hanson & Hanson, Chicago, will 
continue to handle advertising for 
Daubert’s industrial division. 


COPYWRITER 


Medium sized 4 A advertising agency 
in mid-western city needs man ex- 
perienced in industrial copywriting. 
Write stating experience, educo- 
tion, age and salary requirements. 
All replies held in strict confidence. 
Box 145 ADVERTISING AGE 
200 E. Illinois St. Chicago 11, Ill. 


220 S. State St. Ch HA 71-8600 


ARE YOU THIS 
COPYWRITER: 


BOX 151, rg Sg ree AGE 
200 E. Illinois St. Chicago 11, Ml. 


Field, Company Says| 


Necchi and Elna, plus two minia-| 


Mr. Jolson revealed that Necchi-| 
Elna grossed more than $35,000,000 | 
in retail sales in the past 18) 
months. He stated that this repre-| 
sented “approximately 17% of the} 
American market in home sewing} 


; 
} 


| 


Sullivan 


(Continued from Page 3) 
about $1,500,000 in original bill- 
ing it rocketed to a rate of $5,000,- 
000 in six weeks and passed the 
$10,000,000 mark in 14 months. 
Last year it reported billings of 
$31,800,000 and now is reported to 
be billing at a $36,000,000 clip. 

From the beginning, the agency 
said (1) it wanted package goods 
accounts, (2) it would concentrate 
on broadcast media and (3) it 
would utilize across-the-board ac- 
count supervision—so that an ac- 
count was serviced by a group of 
senior executives, not dependent 
on one man alone. 


® With the possible exception of 
the American Petroleum Institute, 
which it won in competition when 
the agency was barely six months 
old, its accounts are packaged 
goods. It has gained and lost ac- 
counts over the intervening dec- 
ade; one of its successes has been 
Pall Mall, a cigaret which moved 
upward spectacularly to lead the 
king-size trend and become the 
fourth-selling brand nationally. 

Robert T. Colwell had headed 
the creative plans board at JWT. 
His departure from Thompson, af- 
ter 17 years as a key creative man, 
came as a shock to Madison Ave. 
It was another SSC&B victory of 
man over organization—Mr. Col- 
well was widely reported ‘as hav- 
ing said: “There’s a little ham in 
all of us—I wanted to go out and 
build something up again and have 
some fun at it.” 

Ironically, Mr. Colwell attended 
some of the parties celebrating the 
agency’s ten successful years this 
week—but as a guest. He has been 
ill for the past year, has no official 
connection with SSC&B manage- 
ment and is, in fact, a consultant 
for J. Walter Thompson. 


w Another advertising big-leaguer 
almost joined the agency in 1951. 
At that point Clarence Eldridge, 
who had been operations manager 
for General Foods Corp., was an- 
nounced as joining SSC&B as exec 
vp in July. But the big food com- 
pany changed its mind, moved Mr. 
Eldridge into its key advertising 
and marketing ee When he re- 


Stauffer 
MILESTONE—The four founders of Sullivan, Stauffer, 


gen Bayles, vps. 


tired from General Foods several 
years later, he went to Campbell 
Soup. 

Today most members of the 
cadre who formed the agency are 
still with SSC&B, but few employ- 
es remember the frantic plunge 
downstairs to talk on a single 
coin-operated phone in the chaotic 
days when the embryo agency was 
housed in two rooms in the bar 
association building. 

Even after the agency moved to 
the Hctel Marguery (where it op- 
erated from late 1946 until 1955, 
when it moved to 477 Madison), 
it had no switchboard, and its of- 
fices were pits of twining tele- 
phone cords and cables. But with 
bare floors, drapeless windows 
and potluck offices, the agency 
still managed to attract top-notch 
accounts. 


@ The decor could be managed, 
but wartime shortages of type- 
writers, desks and filing cabinets 
were much tougher. The telephone 
situation was crucial. Batten, Bar- 
ton, Durstine & Osborn originally 
had leased the space in the Mar- 
guery to house a portion of its 
research department. While its re- 
searchers were in the hotel, BBDO 
had been able to use tielines from 
its switchboard. 

But SSC&B had no such alter- 
native. In the crisis, the networks 
came through—tielines from Mu- 
tual, CBS, NBC and ABC were 
put in to tide the agency over. 

The agency still has only a Hol- 
lywood branch. It began by assert- 
ing that it wouldn’t go into branch 
office operation and last spring de- 
clined to open a Canadian office. 
In consequence, the Canadian 
business of Noxzema went to Mac- 
Laren Advertising—and SSC&B 
prizes Noxzema, not only because 
it was one of the backbone ac- 
counts the agency began with, but 
because President Ray Sullivan 
has personally contacted Noxzema 
since 1924, when he brought it 
into Ruthrauff & Ryan. 


a In its early days, SSC&B in- 
sisted it wanted to be a compact, 
unified and profitable agency, al- 


though it never specified what 


Colwell 


Bayles 


The happy foursome are Raymond F. Sullivan, pres- 
Colwell & Bayles, New York, greet with glee the ident; Donald Stauffer, Robert Colwell and S. Hea- 
cake marking the tenth anniversary of the agency. 


Growing Pains Now Over, SSC&B 
Is No. 25 in Billing at 10th Birthday 


billing limits it wouid set for itself. 
It is interesting to note, however, 


_|that more than half its present 


accounts—and well in excess of 
half its total billing—were ac- 
quired in the first two years of 
SSC&B’s existence. 

Its billings rose steadily: $10;- 
000,000 in 1948, $20,000,000 in 1952, 
$31,800,000 last year. It ranked 
25th among the 66 agencies which 
billed more than $10,000,000 in 
1955, and none of the 24 agencies 
preceding it had fewer people in 
the shop. 

It now has around 300 employes, 
ensconced in reasonable comfort 
in three floors of the building. Of 
the 300, about 20% are stockhold- 
ers. The agency believes in train- 


course for its trainees, but in 
which other agency employes are 
welcome—and often 30 to 40 non- 
trainees sit in. 

Part of the agency’s celebration, 
incidentally, is the issuance of a 
volume called “Just Looking,” a 
compilation of some of the coil- 
umns written by Walter O’Meara 
for ADVERTISING Ace. Mr. O’Meara, 
adman and novelist, is senior con- 
sultant and chairman of SSC&B’s 
creative review board. 


Carborundum Appoints Four 

Carborundum Co., Niagara Falls, 
has made several appointments in 
its marketing division. J. W. Bralts, 
formerly manager of the markei 
research department of R. M. Hol- 
lingshead Corp., Camden, has been 
appointed manager of the market 
research branch. C. B. Wille, for- 
merly manager of the sales admin- 
istration branch, has been named 
to the new position of -administra- 
tive assistant to the director of 
marketing; E. W. Martin, formerly 
supervisor cf district sales admin- 
istration, has been appointed to the 
new post of manager, district ad- 
ministration branch, and R. W. 
Johnson, economist, has been 
named manager of the new eco- 
nomic analysis branch. 


Alberto-Culver Trys TV 
Alberto-Culver Co., Hollywood, 
maker of VO-5 hair dressing, will 
sponsor “Modern Romances” and 
15 minutes of “It Could Be You” 
(NBC-TV) alternate Tuesdays, 
starting Oct. 9. Geoffrey Wade 
Advertising handles the account. 
This is the company’s first use of 


network tv. 


ing and has a regular weekly - 
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